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‘More living room 
is no problem with 
this hideaway furnace’ 


says, R. C. (Andy) Anderson, 





Bryant-Anderson Company, Houston, Texas 


With usable space at a premium, it is littlke wonder that the 
Bryant Hideaway Gas Furnace is proving so popular. 

Architects and builders say it not only saves valuable space, 
but the furnace, itself, is a real selling feature. 

lucked away in the attic—or suspended from the ceiling 

or under the floor—this dependable forced-air furnace provides 
a world of comfort for householders while releasing extra space 
for storage, utility purposes or plain /vng. 

The Hideaway is a true Bryant product—long on dependability 


and gas economy, and with positive automatic control. 





Naturally, the casing temperatures are low. You'll also like 
the way it goes in—structural steel mounting 


channels come with it and can be used to suspend 


Bryant Model 324 


Hide-away Gas Furnace 


the unit when it is so installed. 


Yes, you'll like this Bryant Hideaway Forced-Air Furnace 








that gives you both added living space and better heating. 
Why not ask your Bryant Distributor for full details? 
Or write Bryant Heater Division, Dept. 227, Affiliated Gas 


Equipment, Inc., 17825 St. Clair Ave., Cleveland 10, Ohio. 


Can be tucked away in 
the attic, or suspended 
from ceiling or under the 
floor. Fully automatic, 
forced-air unit with 





Hevigage heat exchang- 
er. Available for all 
gases. AGA inputs: 65, 
85, 100 and 125 thou- 
sand Btu per hour. 
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Mt best buy 


IN HEATING, 
AIR CONDITIONING, 
WATER HEATING 
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BRIGGS 


refuses to compromise with 











Quality. 


hs A TIME of keen competition in the plumbing ware industry—with every 
manufacturer on the alert for ways and means to increase his sales. Naturally 
there is a temptation to accomplish this by cutting prices. But with costs on the 
rise, as they are today, this usually means reducing quality. 


THIS THE MAKERS OF BRIGGS BEAUTYWARE REFUSE TO DO! 


Briggs will not lower the traditional high quality of these fine plumbing fixtures 
to meet the current competitive trend. Briggs will not make an undersize bathtub 
or one without a rim seat. Briggs will not manufacture a second, cheaper grade of 
fixtures—all Briggs fixtures are acid-resistant; a// Briggs colors are non-fading. 


The modern porcelain enameled formed steel bathtubs and lavatories developed 
and perfected by Briggs are the finest obtainable. Briggs high-density vitreous 
china lavatories and closets are the very best we know how to produce. Briggs 


brass fittings are of excellent design engineered for long, dependable service. 


Briggs is proud that over the years every modification in its plumbing ware 
design —every change in materials and manufacturing techniques — has been made 


to improve the product. This is the way Briggs will always do business. 


WHEN YOU ORDER BRIGGS BEAUTYWARE YOU BUY THE FINEST! 





BRIGGS BEAUTYWARE 


C) 1982 


NaTIONAL Rea Estate AND BurLpinc Journat — July, 1952 


Briggs Manufacturing Company + 3001 Miller Avenue + Detroit 11, Michigan 


3 

















PANEL DISCUSSION 


Builder Saves $10 Per Square 
With Douglas Fir Plywood 
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With unlimited choice of building ma 
terials, Rusdick Lumber Sales chose pl) 
wood siding for its new Tacoma, Was! 
warehouse and the builder reports th: 
panels cut construction costs by $10 px 
square. ““We chose plywood because w: 
like a smooth, flush exterior surface but 
cost was an important factor and pl 
wood was cheaper,” says part-owner 
Russell Ross. 

MacDonald Building Co. designed ar 
built the new structure. According t 
L. B. MacDonald, plywood afforded th. 
least expensive satisfactory construction 
He estimates the in-place cost of ply 
wood, unpainted, with studs 16’’, 0.< 


° and metal flashing, at $68 a square 
® some $10 less than the in-place cost o! 
wo Ul ns en ean t other siding combined with the neces 
sary sheathing. 
The building is 50’ by 150’, 20’ hig] 


° FOR to the roof trusses. PlyShield grade ply 
| erence ween SALE an wood, %8’’-thick, was used as a con 
bined siding-sheathing. Panels were ap 


plied horizontally with metal flashing. 








No poust about it, plywood built-ins have buy-appeal. Space- 
thrifty plywood storage wall, built-in dining bar or crisp kitchen 
cabinets can often mean the difference between a house that’s 
snapped up the minute it’s offered and one that’s a drug on the 
market—an important fact to consider as selling becomes more 
and more competitive. EXTERIOR 

And it’s so easy to add client and customer-winning distinction PLYFORM 
to your homes with plywood built-ins. For no other material 
is so adaptable to specific design and space requirements. With 
plywood, you can make the built-in fit the house—exactly. No 
bothersome juggling of “stock size’’ units. No limit to size, | 
design, finish or color. Plywood works quickly, easily with 
ordinary tools. It is equally adaptable for construction of shop- 
fabricated units. Plywood won’t split, chip or puncture. It’s the 
logical material for every built-in. 


PlyForm Grade Plywood 
Now Made In Two Types 





The familiar PlyForm grade-name now 
identifies special concrete form grades 
within both Interior and Exterior-type 
fir plywood. Exterior PlyForm replaces 
the old Exterior Concrete Form grade 
name. Identified by the new diamond-bar 
symbol shown above, Exterior PlyForm 
with 100% waterproof bond is intended 
for use where forms will be used unti! 
the wood itself is worn away. Simul 
taneously, the highly moisture-resistant 
glueline of Interior PlyForm has been 
fortified for better service, and up to 10 
or 15re-uses may be expected even though 
glueline is not permanently waterproof 





AMERICA'S BUSIEST BUILDING MATERIAL 


Portfolio of Prize-Winning Built-ins. Valuable collection of designs 
that will serve as a springboard for your own imagination. Contains 
over 50 designs judged best in the national “Better Living Home” 
architectural contest. For your free copy write Douglas Fir Plywood 
Association, Tacoma 2, Washington. 
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Tests Prove Plywood’s Great 
Resistance To Lateral Loads 


New design data proving the extra 
strength and rigidity imparted by ply- 
wood subfloors and roof sheathing have 
been developed by plywood research 
engineers, culminating 14 months of 
tests. The new design data permits archi- 
tects and builders to specify plywood 
floor and roof construction in schools, 
commercial and industrial buildings with 
full confidence that the structure will 
withstand the great lateral stresses caused 
by windstorms or earthquakes. 





Shear (ib-per-ft.- 
width) 2%” framing 





Nail Spacing on 
all panel edges 


elTaet S 
5/16", %" | 6d com. | 185| 280| 315 
%", Ye", %e"| 8d com. | 265 | 400 | 450 
-", ”” 10d com. | 320 | 480 | 545 


Plywood Nail 
Thickness Size 






































Tabulated shears should be reduced one-fourth for other 
than wind or seismic loads. Diaphragm width measured 
parallel with load. 


As one result of the tests, Uniform 
Building Code has been amended to per- 
mit greater allowable lateral loading for 
plywood diaphragms as shown above in 
condensed form. Complete data is avail- 
able from Douglas Fir Plywood Associ- 
ation, Tacoma, Washington. 


Plywood Helps Complete 
Rush Job On Schedule 





A crew of 25 men completed construc- 
tion of the new Lakewood (Wash.) Branch 
of the Puget Sound National Bank in 10 
working days to hang up what might well 
be a record for buildings of its kind. 

The final decision to rush construction 
of the 2,600 sq. ft. building was made 
by bank officials only 18 days before job 
completion. Architects Lea, Pearson and 
Richards went to work to meet the “im- 
possible” schedule. To give the builder 
every opportunity to save time, they 
turned to virtually all-plywood construc- 
tion. Drawings and specifications were 
completed within a week and work was 
begun under the direction of O. D. Par- 
ker, building superintendent for Ketner 
Bros., Inc., contractors. 

According to both builder and archi- 
tect, plywood made possible the speed 
of building. The big panels were used for 
combined siding-sheathing, gable ends, 

interior paneling, roof decking and under- 
lay floors. The plywood board and batten 

iding is painted barn red to contrast 
with white flush-surfaced gabled ends. 
Interior paneling is painted light green. 
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Prove It Yourself-PlySeord’ 


oof Decks Actually Cost Less 


HERE’s paper and pencil proof that you can cut costs with Ply- 
Scord grade plywood. Figure it both ways on the chart below. 


Then make a special note to put PlyScord on your next bill of 
materials—for better construction . 


. . for lower in-place costs. 


Estimating Chart to Cover 1,000 Square Feet of Roof Area* 















































PLYSCORD | RATE | TOTAL || LUMBER | RATE TOTAL 
1,056 sq. ft. 1,200 ft. b.m. 

¥%" or 5/16" uy 1x8 shiplap 

Nails Nails 

6d-12 Ibs. mee 8d-20 Ibs. 

Carpenter 7 Carpenter 

6 Hours a Pee 11 Hours ; 
Helper | Helper 

3 Hours 5 Hours ya 
TOTAL COGBT IM PLAGE. . ccc ccccces || TOTAL COST IN PLACE............ 


*Data developed from Walker's “The Building Estimators’ Reference Book™ 


DouglesFa 
Plywood 





AMERICA'S BUSIEST BUILDING MATERIAL 


® PlyScord is the unsanded construction grade of Interior-type plywood 


bonded with highly water resistant glues. For subflooring, sheathing, backing, 


one-use forms. PlyScord is a registered grade-trademark identifying quality 
plywood manufactured in accord with U. S. Commercial Standards and 


inspected by Douglas Fir Plywood Association (DFPA). 
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A good house has more + 
than good looks. We're looking 
for a new home, and I’m looking into the 
equipment as well as the architecture and inte- 
rior arrangement. One of my chief interests is 
the kitchen—my everyday workroom—and one 
thing I want in it is a modern Electric Range 
that can save me time and work. 


“An Electric Range in the kitchen is a potent 


sales help,” says MR. A. A. CAROZZA, builder, 
of Silver Hill, Maryland. “We found that out 
when we sold 28 homes in one day. Home buy- 
ers want electric kitchen equipment as part of 
the house, covered by a single ‘package mort- 
gage.’ And they want an Electric Range because 
it’s completely automatic, clean and economical 
in operation. They realize, too, that it means a 
cool kitchen.” 


--- and | want an 


ELECTRIC RANGE 


in my home! ax_«#J£€€, 








hens 








LQ" 


ELECTRIC 
RANGES 








The attractive Hillcrest Heights homesareofthe This typical kitchen in a Hillcrest Heights home 


semi-detached type, set on spacious plots in a _ includes as part of the “package mortgage” an 


wooded section—yetonly 15 minutesfromdown- __ electric dishwasher-sink combination with food- 
town Washington, D. C. The first 28 sold last waste disposer, spacious electric refrigerator, 
year from $14,250 to $15,950. and the range—of course, it’s ELECTRIC! 


ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N.Y. 
ADMIRAL + COOLERATOR + CROSLEY + DEEPFREEZE + FRIGIDAIRE + GENERAL ELECTRIC 
GIBSON + HOTPOINT « KELVINATOR *« MONARCH «+ NORGE « PHILCO + WESTINGHOUSE 
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A good house 
is always better 
when it includes 

raceways for 
concealed 
telephone wiring. 





as fundamental as 


counter Lops "ee 


Without working surfaces, a kitchen fails in one of its chief functions. 
And without telephone raceways, walls, too, are functionally 
incomplete. Raceways conceal telephone wires, a fact which impresses 
prospects and makes homes more salable. Owners consider 

built-in telephone facilities well worth the cost of a few lengths 

of pipe and a few hours labor. 


Your Bell Telephone Company will be glad to 
help you work out economical telephone conduit installations. 
Just call your nearest Business Office. 


BELEIE TELEPHONE SYSTEM 
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OFFER CONSTANT IMPROVEMENT IN A CONVENTIONAL 
HOME FACTORY ASSEMBLED 


Always New Design, Always new 
features Pollman Homes are new 
for today New For Tomorrow 


MANUFACTURING CORP. 
TOLEDO, OHIO 2857 Wayne Street 
JACKSON, MISS. 4182 E. Pearl Street 














Style No. 711 


In sizes 16” x 20” to 58” x 20”. Your choice of oak, 
walnut, mahogany or aluminum frames. Other 
boards furnished in any style or size. Write for our 


illustrated folder. 


A 37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


« |BULLETIN COMPANY| 























A Cross-Country SAMPLING OF 
' REAL Estate Buripers OPINIoNs 


| Relaxation of Regulation X 


...a mere token? 


JHAT EFFECT is the month-old “relaxation” of 
Regulation X having on the sale of new and old 
homes and on mortgage financing? Little, if any, say 
JOURNAL readers, 
In a sampling of opinion among leading real estate 


| builders, JourNau editors found general agreement 


| that the recent credit easing doesn’t take many shack 


les off the prospective home buyer, particularly in 
the lower-priced bracket. And they say that the cred- 
it easing isn’t going to affect mortgage financing 
much one way or the other. 

Some members of the industry, willing to go along 
with the relaxation of controls, expected further eas 
ing of credit later in the year. But their hopes took 
a setback a few days ago when the government an 
nounced that there would be no further credit con 


| trol lifting this year. 


Realtor-Builder Maurice G. Read of Berkeley, Cal 
ifornmia, calls the relaxation “pitifully inadequate.” 


| He says the “token” relaxation “will have little effect 


on the sale of either old or new homes in this area.” 
Read believes the move “was designed by housing 


| bureaucrats as a sedative in hopes Congress would 


be lulled into believing that no additional easing of 


| credit controls on housing is needed or desirable.” 








Not nearly so vituperant, Morgan L. Fitch, Chi 
cago, says the modification “has value only to the 
extent that it tends to recognize loan ratios in com 
mon practice in the real estate mortgage business. 
It has almost no effect on controlling inflation nor 
on loans not backed up by federal agencies. Neither 


| will it stimulate the real estate market. Reducing in 


come taxes and/or real estate taxes by 10% would 
do far more to increase demand and bolster the house 
market than tinkering with controls over loans. 

“The modification,” Fitch continues, “is an ad 
mission of the fault in any regulation. The next move 
should follow immediately: the complete elimination 
of all artificial controls over the real estate business.” 

Howard J. Ludington, mortgage specialist of Roch. 
ester, New York, has the opinion “that the relaxation 
will not have an appreciable effect on either home 
building or mortgage financing, particularly in the 
areas of higher costs such as the northern part of the 
country. 

Ludington feels there will be no startling changes 
in the medium priced bracket — $7,000 to $12,000 
— because the relaxation in that bracket is not sub 
stantial. 

Donald T. Pomeroy, president of Pomeroy Organ 
ization, Syracuse, says, “It will have very little effect 
on houses selling below the $15,000 bracket. On pro 
erties selling for $16,000 and up it will ia a 
be of some help in sales. The fact that downpayments 
on G. I. loans ranging from $5,000 to $7,000 have 
been eliminated means little because the few lending 
institutions in our area still making G. I. loans re 
quire a 15% downpayment.” 

J. C. Taylor, chairman of the board of J. C. Nich 
ols Company, Kansas City, Missouri, agrees that the 
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relaxation will have little effect on sales, and attacks 
real estate controls in general. Taylor says, “There 
is no reason why home building should be singled out 
for controls more rigid than those applied to other 
industries. I believe if proper consideration is given 


to the individual’s ability to pay in extending credit | 


to him, that supply and demand will soon contro] the 
building of new homes.” 

In the Philadelphia area, Boyd T. Barnard, presi- 
dent of Jackson-Cross Company, looks at it in a dif- 
ferent light. He says G. I. loans will be “little affect- 
ed unless the appraisal system is again reviewed to 
permit more sales nearer owners’ prices. Aside from 
G. I. financing, few residential sales have been lost 
by the former regulations. This is particularly true 
in the higher-priced brackets.” 

Granville W. Keller, vice-president of Whitcomb 
& Keller, Inc., South Bend, is more specific about the 
effect of the relaxation. He believes it will affect only 
single-family homes constructed under FHA Title Il, 
Section 203(b) (2) (A). “Such homes,” he says, “will 
qualify for a small percentage increase in FHA mort- 
gages in possibly 50% of the cases. The increase will 
be available from zero to 5% on properties selling 
for up to $20,000. On properties selling above $20,- 
000 it will range in some cases to an increase up to 
10% in older houses. There is no relief now or none 
in sight in our area due to the relaxation on either 
G. I. or conventional mortgages.” 

Keller believes that the most disturbing factor still 
hangs on in the mortgage market, namely the unre- 
alistic maximum rate held to on government-backed 
loans, particularly the G. I. mortgage. “Generally,” 
Keller says, “there’s no money available for Section 


501 mortgages, and the relaxation, of course, does | 


not affect conventional mortgages. This is because 


the percentage that a lender will give on a residence: 


usually will not exceed the amounts imposed under 
Regulation X before this so-called relaxation.” 


From Journal Readers... 


“Congratulations on the outstanding job you have 
done with the June 1952 issue. New ideas and a re- 
minder of old but workable ideas are needed today, 
and as usual you are on hand to supply them. 

“This issue alone is worth years of subscriptions 
if the ideas are studied and applied. 

“Your publication has contributed notably to the 
rien a of better operations, understanding, and 
cash dividends of its subscribers. Personally, I have 


| 
| 





the back issues for over 10 years and frequently go | 


over them for applied ideas.” 


A. D. Cote 
Hingham, Massachusetts 


“I certainly look forward each month to re 
my copy of the Journal as I do enjoy it. And I fin 
it very interesting, educational, and most helpful in 
sO many ways in my business. I wish you continued 
success.” 
Grorce W. Jackson 
Philadelphia, Pennsylvania 


4 Reynolds Metals Company, l 
i Building Products Division, | 
\ 2016 South Ninth St., Louisville 1, Ky. \ 
\ From the listing above, | am particularly interested in the | 
\ following products. Please send complete information. , 
I I 
I SS Ee 
1 Name ites an oes ae 
Company___ : —— | 
lg Address rs piu a j 
ha Zone__ _ State I 


To Increase Value 


and Reduce Maintenance .. . 


REYNOLDS 
ALUMINUM 


Aluminum definitely enhances the value of a 
building by its rustproof durability and stain-free 
beauty. Yet it costs far less than any other rust- 
proof metal, and saves on maintenance year after 
year because it needs no protective painting. 

Aluminum’s radiant heat reflectivity is an extra 
advantage. As insulation, it offers high efficiency 
without bulk combined with a perfect vapor 
barrier. Check the list below for aluminum build- 
ing products by the leader in this field. 


Reynolds Metals Company, Building Products 
Division, Louisville 1, Kentucky. 


REYNOLDS Lifetime ALUMINUM 
GUTTERS AND DOWNSPOUTS 


ROOFING AND SIDING + NAILS + FLASHING 


REYNOLDS ALUMINUM 
RESIDENTIAL WINDOWS 


(Casement, Awning, Double-Hung, Fixed and Picture 
Windows; also Screens, Storm Sash and Doers) 


REYNOLDS ALUMINUM 
REFLECTIVE INSULATION 


Military needs for aluminum limit present civil- 
ion supply, but Reynolds is rapidly expanding 
capacity. Keep checking your supply source. 
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“PERFECT HOME MAGAZINE is the last word 


in building goodwill for our organization,” 


~~ 


Says Adams & Leonard, Tulsa Realtor-Builders 


ARAL Te 


i a 





E. C. Leonard, above, is a partner in Adams & Leonard 
Realtors, one of the Southwest's leading real estate 
and building organizations. The 30-year-old company, 
founded by the late Robert E. Adams and now headed 
by Robert W. Adams, has developed some of the out- 
standing residential sections in Tulsa. Employing 50 
people, the company also handles a large brokerage 
business and is now servicing more than $22 million 
in loans for some of the country’s largest insurance 
companies. 


E BELIEVE out of all we are doing that Perfect Home Magazine does the 

V V best job for us in the way of background selling among our friends, customers, 

and clientele,” says E. C. Leonard of Adams & Leonard, Realtor-builders of Tulsa, 
Oklahoma. 

“Perfect Home Magazine in our opinion is one of the finest small magazines in 
creating confidence and support of the general public. We give credit to the magazine 
in helping us to maintain our volume of business including loans, sales, and insurance. 

“We are proud of Perfect Home and we look forward each month to its arrival. 
Recently we found 75 percent of our readers expressed a desire to be retained on 
the mailing list. We sincerely believe Pe.fect Home has helped us to maintain leader- 
ship in our field and has greatly substantiated our slogan, ‘Ask your Neighbor, he’s 
our Client.’ ” 

In cities throughout the country Perfect Home is developing goodwill and con- 
fidence carefully and continually for leading organizations like Adams & Leonard 
in the real estate, home building, and home financing field. Families usually buy 
one or two homes in a lifetime. It is an all-important purchase for them. Consequent- 
ly, they want to deal with a firm which merits and enjoys highest public confidence. 
This background-selling phase ot operating a real estate business is vital to success. 

Perfect Home helps perform this task. Throughout its skillfully-written, beauti- 
fully-illustrated pages, it builds the home idea and develops favorable influence in 
a subtle, dignified, and attractive way. 

Sponsorship of Perfect Home is not costly. Editorial, art, and other preparation 
costs are spread among its users throughout America. Local reproduction and mail- 
ing costs are in turn shared among the selected, reliable, local building factors who 
share in its results. Thus individual participation is nominal. 

A limited number of exclusive, annual, renewable franchises for Perfect Home 
Magazine are available to organizations of highest qualifications. If you are interest- 
ed, address your inquiry to 


STAMATS PUBLISHING COMPANY 
CEDAR RAPIDS, IOWA 
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a. 


Industry Spotlight 


Washington, D. C. — Relief from Federal rent con 
trols is in sight for areas not certified as critical. On 
September 30, 1952. all such areas will be decon 
trolled, with one exception — any incorporated city, 
town, or village desiring to keep the program until 
April 30, 1953 may pass a resolution declaring that 
a housing shortage still exists and that Federal con 
trols are still desired. In this event rent control will 
continue until April 30, 1953. In critical housing 
areas. controls will continue until that date auto 
matically. 
ik? 

Property values near airports have been difficult 
to determine, what with the latest flurry of airplane 
crashes near large metropolitan airports. Veterans 
Administration has set out to make the appraising 
job easier by issuing a guide to its field offices for 
establishing reasonable values for G. I. home loan 
purposes on properties near airports. 


. . > 


Government officials who insist on handing out 
billions of the next generation’s earnings should go to 
Canada for a six-week course in thrift. The Canadian 
government has shown a surplus in its treasury each 
year since the end of World War II. Taxes have been 
steadily reduced along with the national debt, and 
rumor has it that taxes are due for another 10% 
cut. They have defense expenditures. social security 
baby bonuses, and pensions too. 


* * * 


“Best part of the Regulation X changes may prove 
to be the little-noticed ‘Lay-A-Way’ amendment.” 
says Robert M. Kerr, Jr., vice president of Alexander 
Summer Company, Newark. A homeseeker who 
hasn't quite enough cash for the downpayment can 
arrange to have his house started, then move in when 
he does make the downpayment, and go on from 
there with the regular monthly schedule. (See round 
up of opinions on the Regulation X changes on page 8. 

. 


* * 


The steel strike has upset plans of builders who 
expected to get structural steel the first of this month 
for residential building. The order permitting steel] 
for this purpose has been postponed because of the 
strike. 

. + . 

Franklin D. Richards, FHA commissioner for 17 
years, has resigned to enter private business. He is 
establishing the firm of Franklin D. Richards and 
Associates and his offices will be in the Washington 
Building, Washington, D. C. His firm will engage in 
real estate investments, mortgage brokerage, con 
sultation, and so forth. Walter L. Green has been 
recommended by the President to succeed Richards. 
Green has been with the FHA since its inception in 
1934. 

s e . 

Military personnel may be granted an extension 
of capital gains tax benefits, thanks to a bill intro 
duced by Representative Richard M. Simpson (R.. 
Pa.). The bill was passed by the House and sent 
to the Senate. It adds the period of military service 
to the 12- or 18-month maximum period between 
sale of the present home and purchase of the second. 
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INSIDE as well as Outside 


WS 
LEAD in 
SALES APPEAL! 





a attractively-designed exteriors and 
carefully-planned interiors, including such ap- 

pealing features for comfortable living as spa- 

cious living rooms . . . step-saving kitchens . . . a 
roomy closets, thrill home hunters and sell 
more houses for National Homes dealers. Dealer 
franchises are available for certain areas. Write 
today — your locality may still be open. 


$e ORES “National Homes prefabricated panels and 


structural parts are commended hy Parents’ 
Magazine as advertised therein.” And ree- 
ommended hy 38.000 delighted owners. 





NATIONAL HOMES CORPORATION 


LAFAYETTE INO NORSEHEADS NATION’S LARGEST PRODUCERS OF 
QUALITY HOMES AT THRIFT PRICES 


to 
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W* ATTENDED the opening of a demonstration house the 
other day and spent some of our time in the adjoining sales 
office listening to visitors’ comments and salesmens’ patter. There 
was a continual hubbub around the office as salesmen pointed out 
the various floor plans available and talked up features of the 
houses, materials and equipment that were being used. 

At the edge of the group sat two men idly talking. We had sup 
posed they were onlookers so we joined them. But it turned out 
that one of them was a salesman, and his companion was an in 
terested prospect. But there was no impassioned sales talk. It was 
the most unhurried discussion of its kind we had ever tuned in on. 

Later. when we were lunching with the president of the com 
pany, we asked about this particular salesman. Was this slow. 
quiet guy a producer? “I wish I had 10 more just like him,” said 
the real estate builder. “He sells rings around the rest of the men.” 

That got us to thinking about the story of the woman who wrote 
to the advertising manager of the kitchen appliance company. 
“Dear Sir: I saw your ad in one of the magazines. I would like 
the free booklet you offer. Don’t send a salesman because I want 
to decide slow.” 

There are thousands of people who feel the same way. Every 
day they are subjected to a torrent of words by salesmen. The 
salesmen think that the only way you can make a sale is with 
a flow of selling points that deluges prospects with words. Actual 
ly, they don’t give their prospects time to come up for air — to 
ponder what is being said. They don’t realize that a prospective 
buyer may want to “decide slow.” 

We're in a selective housing market today — a market that re 
quires more know-how of our sales departments. In our training 
of these salesmen, of course we want to teach them the basics of 
selling — knowing the product, organizing the presentation, and 
the rest of the sales formula. But let’s think of timing as an in 
tegral part of that formula. 

If we are going to serve the housing needs of people we have to 
find out just exactly what they need. A trite statement? Perhaps. 
But too many salesmen today are so wrapped up in a bundle of 
words that they don’t give their prospects time to think or tell 
what they want. 

One of the best salesmen we know is a master of timing. Make 
calls with him and there will be long pauses in the conversation. 
We asked him why. Doesn’t it make him feel uneasy? “That's the 
only way I can control the sale.” he says. “I wait a little after 
each point I make . . .time enough to give the person a chance to 
think. If he has an objection, he'll bring it up then and I can meet 
it head-on. Whatever he says, I find out a little more about him 
that’s helpful in analyzing what he wants.” 

A prospect for a home is making a big decision, ——_ the 
most important purchase of his lifetime. He’s not as familiar with 
houses and construction and prices and market as we are. Conse- 
quently, we must give him time for mental digestion. We must 
recognize that he may want to “decide slow.” 


— B. F. 
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Wat Can Be Done About the Parking Problem? 


By FRANK E. COX* 


Sales Research and Business Development Analyst 
The Kawneer Company 


Berkeley, California 


®There were 20 million motor vehicles in the More than 40,000 communities are completely 


United States 25 years ago. Today, 50 million. 


®Three-quarters of all passengers travel between 
cities, towns, and farms by motor vehicles. 


dependent on motor vehicles for transportation. 


®Two-thirds of all freight in the United States is 
shipped by truck for at least part of the journey. 


There has been very little serious planning in the past 25 years to alleviate the growing traffic and 
parking problem. “Let the other fellow start the ball rolling” has been the attitude. Meanwhile, in- 
adequate parking is beginning to take its toll . . . on the merchant, property owner, municipal govern- 
ment, and taxpayer. Downtown property values are being threatened in large and small cities alike. 
Greater decentralization is taking place. What can be done? Here are some current parking solutions 


HERE IS one area in Sacramento where property 

values have declined as much as 65% in certain 
business blocks. Business is moving elsewhere. Mer- 
chants are going with business. Why? Because people 
are getting tired of —— traffic and hunting end- 
lessly for parking facilities for their cars. 

Many parking plans have been advanced, but little 
concrete planning has been done. Size of the city, 
type of community, habits of the people, geography 
and typography of the community, and many other 
factors may influence the attempt to solve the park- 
ing problem. Following are some of the different 
plans now in use. 


Private Enterprise System 


It is becoming well-recognized that automobile cus- 
tomers are not limited to one shopping center, and 
this is increasingly so about established downtown 


districts. To get patronage of customers, business has 
to compete in ease of access and in parking as well as 
merchandising. This is even more true in smaller 
towns than it is in many larger cities. 

Oakland, California, integrated the interests of 
merchants and property owners under the banner of 
Downtown Parking Association. This association was 
financed by merchants and owners alike. They took 
leases on ground or purchased the land for parking 
facilities. The system has worked fairly well. A plan 
of validating the parking tickets for the first hour 
was developed. 

Boise, Idaho, has developed through private enter- 
prise some off-street parking facilities by cooperative 
action on the part of property owners and merchants. 
*Mr. Cox presented this speech June 24 at the Businessmen’s 


Conference on Urban Problems, sponsored by the Chamber of 
Commerce of the United States. 





Down They Go 





ERSHING Square underground garage, complete 

with three floors and space for 2,000 cars, will be 
completed soon in Los Angeles. All car movements 
in and out of the garage are parallel to the curbs, and 
cars must move in line with existing traffic. Block- 
long ramps leading in and out of the garage pass 
under the sidewalks to avoid pedestrian traffic. In- 
terior ramps are circular in design and will permit 
driving cars from any interior ramp down to all 
floors of the garage. Persons using the garage will be 
served by escalators, both up and down, from all 
floors to park surface adjacent to the main sidewalk 
surrounding the park area. 

The garage was promoted by the Downtown Busi 
nessmen’s Association and will be operated by a group 
of parking operators. The city will receive at least 
$12,000 a year for the first 20 years of the lease 
period as a rental. Taxes, never collected before on 
the property, will amount to $25,000 a year for the 
city, $75,000 divided between the country and the 
school district. 
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In one case a property owner metered a lot which he 
owned, relying on sort of an honor system to police 
the lot. In another case in Boise, several merchants 
and property owners joined in establishing a Pigeon- 
Hole parking facility on four decks, supplying 120 
stalls. The first hour is validated for customers who 
patronize members of this group. 

In Bellflower, California, a community of about 
40,000 people, the Chamber of Commerce has ac- 
quired leases on available property close at hand, and 
supplies parking facilities for the merchants, This 
is financed through an arbitrary assessment on the 
Chamber of Commerce members. The greatest weak- 
ness of this plan is that it does not wi for perma- 
nency. 


Revenue Bonds Backed by Meter Funds 


Municipal facilities find most favor in smaller ci- 
ties for supplying off-street parking facilities. In Cal- 
ifornia in 1950, 79 cities provided 187 lots with more 
than 17,000 spaces. Thirty-one lots were metered. 

Riverside, California, is one of several cities with 
such a parking plan. In this case, as well as in many 
others, the parking meter revenue on the streets was 
earmarked to acquire off-street parking. As rapidly as 
funds were available, these facilities were acquired. 
The title is in the name of the city. The off-street fa- 
cilities were metered at a rate of five cents for each 
two hours, twice the time on the street for a nickel. 
The meters were cumulative so that five nickels could 
guarantee occupancy for 10 hours. This plan took 
many automobiles belonging to owners oad employ- 
ees off the streets. This left the curbstone short-term 
parking for short-term shoppers. 

Where it is necessary to purchase off-street facili- 
ties and meter funds are not sufficient to do this, rev- 
enue bonds are very commonly used with meter funds 
serving as collateral. 


Assessment District Plan 


Establishing an assessment district for the purpose 
of making arbitrary levies against property in the dis- 
trict to provide off-street parking funds has been tried 
in a few places. 

Honolulu, Hawaii, has used it in a limited way. 
El Paso, Texas, established a district and held an elec- 


tion to make it a lawful enterprise. Some advocates 
of this plan say it is superior to all other plans. Others 
believe it has inherent weaknesses and should not be 
used except as a last resort. 

Menlo Park, California (21,000 population), adja 
cent to much larger cities, has started a solution to 
the problem by using the assessment district. The ci 
ty’s population doubled between 1948 and 1951. It 
has no meters. It has about 200 retail stores and is 
working on an over-all master plan of long-range 
nature. 

The city established an assessment district and ne 
gotiated with property owners according to a pattern 
set up by impartial appraisers. The first lot, forming 
the square around which commercial buildings now 
exist or will be built, holds 200 cars. The second lot 
will hold 250 cars. There will be about two and one 
half stalls for each retail store. The city is a long way 
from three square feet of parking to one square foot of 
floor area, but that is the objective. 

So far retail volume has increased greatly and trade 
not only has been retained but attracted. Property 
values have increased and turnover of business has 
been practically nil. 

Combination Plan 

The current trend in thinking is that the city is 
not entirely responsible for providing off-street park 
ing facilities; rather, it rests with several agencies 
municipality, property owner, merchant, and mo 
torist. 

In Berkeley, California, such a proposal was made 
and the first lot is under development, with the city 
standing a share, the merchants in the area standing 
a share, and the property owners standing a portion 
of the expense. The motorist, of course, pays his por 
tion when he parks in front of a meter on an off 
street lot. 

Hayward, California, has developed a plan for hol 
lowing out the use of the interior of certain blocks in 
the downtown area. Easements enter into these in- 
terior areas where parking space is provided. In this 
case stores can provide rear entrances that can be as 
attractive as front entrances. Further, shopping cen 
ter developers were persuaded to establish their new 

(Please turn to page 39) 





Up and At ’Em 


LYWOOD cubicles and a large standard hydraulic 

lift truck are the two ‘cieealiente used by Evans 
Enterprises, Inc., Massillon, Ohio, to solve the park- 
ing problem. 

You drive your car into the parking lot and are 
directed to a spot that is closed in on one side with a 
low rubber-covered railing. You leave your car out 
of gear and with the brakes released. The parking 
apparatus swings into action as soon as you leave 
your car. The lift truck approaches the car from the 
rear, passes the scoop whe the wheels, and picks it 
up. It is then carried to a vacant cubicle and deposit- 
ed where it will be out of the weather until your 
return. When you return, the same process is repeat- 
ed and you are ready to leave. 

The system, which makes it possible to park four 
cars In space previously occupied by one. will be out 
of the development stage and ready to install soon. 
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M. a the office of 


OU can have all the streamlined office systems 
you want, but it takes teamwork to tie them to- 
gether. 

Office systems build teamwork . . . the way you 
divide commissions, handle office inquiries, schedule 
office hours. Your systems will either help build or 
tear down a cooperative attitude among your staff. 

Our office is small. The staff consists of three sales 
men, a saleswoman, an insurance manager, and one 
secretary with an extra girl for insurance three days 
a week. Plus this we have a one-man branch office 
six miles out. This staff has an excellent esprit de 
corps, thanks to teamwork and systems that work. 

We assign office inquiries by giving each salesman 
a floor day. This system isn’t new, but misunder- 
standings can come up if it isn’t handled smoothly. 
If the floor man is out showing a property when a 
prospect drops in, the man next up takes over with 
the understanding that if a sale is made, he gets 70% 
and the person whose floor day it is gets 30%. This 
system seems to be fair and the sales force likes it. 

Many times the salesmen help each other without 
thought of pay and often turn the prospect back to 
the floor man, especially if they were not obligated 
to go out and show houses. 

Each salesman has one day off during the week, 
and [| insist that he take it. 

Office hours should be definite. One of my fellow 
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realtors complained recently that his sales staff came 
and went as they chose and he never knew when to 
expect them in. 

Our sales staff arrives at 9 a. m. and leaves at 
> p. m. except the person whose day it is on the 
floor. He stays until 5:30 p. m. or later if he is busy 
with prospects. On Sundays the floor man arrives at 
10 a. m., salesman No. 2 arrives at 10:30 a. m. 
and No. 3 at 11 a. m. 

We have a sales meeting every three weeks in 
which we try to pick six or eight listings that are 
really hot. These we concentrate on, advertise, and 
really try to sell, At the same time we invite ideas 
from salesmen and they often have some good ones. 

Teamwork encourages salesman to make sugges 
tions. For example, our commission split is 50-50. 
It works out very well, but one of our salesmen came 
up with a new way of handling an old situation 
where we have an exclusive listing without an over 


1. Closing Statement used by Van Riper is laid out to clearly 
show date of closing, addresses of property, names of buyer and 
seller. Buyer and seller columns keep data separated, easy to find 
2. Van Riper follows up a sale with a thank-you blotter. Printed 
in black and red, its message is eye-catching and to the point 


}. Clients receive genuine hand-painted grqzting cards from 
Van Riper at Christmas time. Stock is high quality parchment 
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There are many ways to increase the efficiency of 
your office, but the basis of a real esprit de corps is 
teamwork. The author tells how important team- 


work is in running his suburban real estate office 


By DOUGLAS VAN RIPER, Realtor* 


Manhasset, Long Island 


ride commission and it is sold by another office. Here- 
tofore the sales staff didn’t get any part of the com- 
mission, so the salesman pointed out that when a 
house is sold by another broker, someone in our 
office has to run up with a key. When the house is 
furnished, he even has to go through it with the other 
broker and his prospect. The salesman proposed that 
if a sale is made the office take 70% of the commis- 
sion and divide the remaining 30% among the sales 
staff. 

Before we started using this system, the salesmen 
were reluctant to show the house with the other 
broker, but now they’re all for it and they cooperate 
to the limit. 

We all inspect a house within 24 hours after it is 
listed. Each salesman works out his own opinion of 
the value — not on the spot but when he comes back 
to the office. We check his valuation against compar- 
able houses that were recently sold or listed. Then 
we average the figures to arrive at the selling price. 
We use the same procedure when an owner asks us 
to appraise his house for listing. 


Listing Books 


We use 814 x 11 loose leaf notebooks for listing 
books of residential sales. We standardized on this 
type after trying many others. 

Each salesman has a complete set. Sheets are all 
the same size, and each contains a description of the 
property together with a photograph of the house. 
These books have been kept for many years, and they 
are divided into groups corresponding to the major 
sections of town, such as Flower Hill, Munsey Park, 
and so on. When the house is sold, the listing sheets 
are transposed to two other books along with a mem- 
orandum of the date sold and selling price. 

These books are of current year sales, so we have 
the sale recorded according to the area in which it is 
located as well as in the current year book for quick 
references year by year. We've had these books for 
several years and many New York City and local 
appraisers and brokers come in and refer to them, 
especially for appraisal purposes. 

Our listing books for business properties are the 
same size as the residential books, but the sheets are 
better suited for business properties. For every busi- 
ness property in town, we have a 4 x 6-inch card 
from the local tax office showing name of owner, as- 
sessed valuation, and taxes. We insert a diagram or 
photograph of the property on which we make notes 
— dimensions of store, type of heat, number of 
square feet, leases, and when sold. We transpose this 
sheet to the sold book for the particular section in 
question. 

Plus all these books, we have a master file in which 
properties are filed alphabetically by street name, 
then numerically by house number. Names of own- 


“Adapted from a talk given by Mr. Van Riper before the West- 
chester County Realty Board, White Plains, New York. 


ers change. but street names do not. Several years 
ago, I felt that these files were so valuable that | 
bought a complete fireproof filing combination set 
from Remington Rand. The file contains literally 
thousands of folders with pertinent information on 
any property. 

The master file holders are started when a house 
is sold. The first sheet is a check list giving financing. 
tax, insurance, and legal information on the prop 
erty. An Acco fastener is inserted in the folder, and 
the following items are placed in it in sequence 
prospect card, one sheet with photograph from listing 
book, copies of the binder, survey, contract, together 
with all correspondence in chronological order that 
refers to the transaction. 

During the current year, these folders are kept in 
a file next to my desk. At the end of each year they 
are transposed to the master file 

As a rule, we prepare a closing statement a week 
before the scheduled closing date and mail it to both 
the buyer’s and seller's attorneys. If they have no 
attorney we mail it to them. (See copy of closing 
statement in accompanying illustration.) This not 
only saves time at closing but also builds goodwill. 

Advertising 

When classified ads $1.30 per line, you 
must make every word count. Here’s how we do it. 

On Wednesdays the salesmen make suggestions on 
houses they think should be advertised and I ask 
them to jot down skeleton copy. Then I review, check, 
and often re-write the copy and get it ready for 
Thursday, when the advertising representatives call 
for it. Before turning the copy over to the paper. we 
meet Thursday morning to criticize it and suggest 
changes. I never try to write an ad for a house that I 
haven't seen, so I try to inspect each listing personally. 

Slogans put a lot of punch in copy. We've develop 
ed a number of them and we use one on every bit of 
our advertising, stationery. signs. and so forth 
“Our Photo Files Save You Miles” .. . “I Sell Shel 
ter”... “Van Riper’s Verified Values” . . . “Whether 
You Rent or Whether You Buy, You Pay for the 
House You Occupy”. . . “It’s Time You Owned Your 
Front Door Key” . . . “In Manhasset It’s Van Riper 
for Homes.” 

A complete record of your ads will help determine 
which ads pull best and permit you to get the most 
from your advertising dollar. We paste copies of all 
our ads in another 814 x 11-inch loose-leaf notebook 
The sheets have special columns beside the ad en 
titled: Name of Paper. Owner, Cost, Results. On our 
prospect card we note whether the customer is a 
drop-in, what particular paper he saw our ad in, or 
whether he was directed to us by our 10 x 20-foot 
sign at the entrance to town. 

Every Thursday morning we send a letter to the 
owners of the houses we plan to advertise. The letter 
is similar to the following: “In an effort to expedite 
the sale of your house we are advertising it in the 
(name of paper) next (day). We assure you we will 
continue our best efforts in this direction until a pur 
chaser has been found!” 

The letter does double-duty. It lets the owner 
know we are really trying, and tells him which paper 
to get to see the ad. Before, we used to buy extra 
papers, cut the ad out, and mail it to the owner, but 
we think an advance letter is more helpful. Since the 
owner knows well ahead which day the ad is to ap 
pear he is bound to be home that day to show it with 
out any pre-arranged telephoning on our part 


cost 
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Public Relations 
Begin in Your Office 





Every visitor who comes through your door presents you with a 


problem in public relations. Here’s how to put your office and em- 


ployees to work making friends, creating good impressions for you 


UBLIC relations begin at home 

plate — with your office and 
the people who work in it. Every 
visitor who crosses your threshold 
presents you with a public rela- 
tions problem. 

The physical appearance of an 
office should make a good impres- 
sion on the visitor — that’s obvi- 
ous. But what, from a sound pub- 
lic relations point of view, is a 
good impression? Here’s where 
the inexpert expert can fall flat on 
his face. He can spend a lot of 
time and effort and a lot more 
money and come up with an im- 
pression of exactly the wrong kind. 

To cite an extreme example, let 
us tell you about one firm that 
recently spent a lot of money re- 
decorating its offices. The presi- 
dent kept talking about the “pub- 
lic relations” aspect of the project 
and he went all out. Did the walls 
in a rich wine color. Hung luxuri- 
ous, dark-green draperies. Put in 
a new, high counter — so high 
the receptionist could neither see 
nor be seen. Furnished the wait- 
ing area with expensive upholster- 
ed chairs, a super de luxe table, 
and a rug that would do for Mrs. 
Rockefeller’s best parlor. 

It didn’t work out. Within a 
year the whole scene was changed. 
Walls became a quiet green. The 
furniture’s elegance was hidden 


18 


by neat slip-covers. The rug was 
gone. There was a new low, coun- 
ter. 

When we asked what had hap- 
pened, the president was vague; 
but the sales manager was more 
communicative. 

“People wouldn't wait,” he said. 
“They'd walk out.” 

As nearly as they could figure 
it out, he explained, the lavish 
scene gave the impression that 
the firm had more money than it 
knew what to do with. Strangers 
would come in, eventually discov- 
er the receptionist, and then sink 
into an expensive chair to wait. 
They would begin to think that 
there certainly must be profit in 
the real estate business. They were 
somehow made conscious, not of 
the service the firm could render 
them, but of the money it was go- 
ing to make out of doing business 
with them. 

Now, as we said, that’s an ex 
treme example. Plenty of offices 
that are handsomely, even lavish- 
ly decorated do a grand job of 
making friends for the firm. But 
in this case, something was wrong 
— not the rug or the wine-color- 
ed walls or the furniture, but 
something about the combination 
that gave an impression that was 
never intended, This was simply 
the result of failure to plan with a 


By WILLIAM O. TURNER 


Associate Editor 


definite objective in mind. The 
president wanted to make a “good 
impression,” of course, but he did 
not stop to think exactly what im 
pression he wanted. 

There are two impressions tha! 
your office can make that ar 
sound from a public relations point 
of view: 1) an impression o/ 
friendliness — an interest in the 
visitor and a sincere desire to serv: 
him in a way that will be conveni 
ent and profitable for him; 2) a: 
impression of the outstanding 
ability of your firm to do this 

A bright, clean office is essen 
tial. So is a receptionist who can 
be seen from the door. So is a con 
fortable waiting area with plenty 
of magazines and an ash tray 
two. So are good lighting, neat fix 
tures, efficient equipment. 

But even with an ideal physica! 
layout—one that oozes both friend 
liness and efficiency — the good 
impression can be quickly smoth 
ered by one careless act of a car 
less employee. 

Let’s take another extreme ex 
ample — this one supplied 
Alexander Summer, past preside 
of NAREB, and a man = knows 
public relations backward. $ 
mer tells of an experience he | 
some 15 years ago, but it c 
happen to you — tomorrow. ’e! 
haps, in a less spectacular wa) 
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already happens to you from time 
to time. 

“I was in the front office one 
evening,” Summer says, “when a 
fellow in baggy clothes walked in, 
leading a dog on a leash. Although 


it was after five o’clock, there were 
several people there who could 
have ied the man, but no one 
did. They let him stand at the 
counter 4 some minutes. When 
I saw that he was getting no at- 
tention, I went over and asked 
how I could help him. 

“It turned out that he was a 
multi-millionaire, a member of the 
New York Stock Exchange, and 
the biggest owner of real estate in 
our area. We have since done hun- 
dreds of thousands of dollars’ 
worth of business with him, I 
shudder to think of the loss to us 
if he had been left waiting much 
longer.” 

Office workers, and even sales- 
men, are seldom fully aware of 
their importance as public rela- 
tions instruments. They aren't 
likely to go out of their way to be 
courteous to a stranger in baggy 
clothes. But even if the stranger 
turns out to be the local dog-catch- 
er instead of a multi-millionaire, 
even if he'll never own a foot of 
real estate in his life, he can still 
be the person who'll say a good — 
or bad — word for your firm at 
the psychological moment. You 
know that. But how do you go 
about getting the point over to 
your employees? And then how 
do you go about getting them to 
develop the knack of giving stran- 
gers that friendly, ready-willing- 
and-able impression you're after? 

See what a big, shotgun term 
public relations is? It even over- 
laps into employee relations. 

If the people who work for you 
are going to be good public rela- 
tions men, it goes without saying 
that they must have a healthy at- 
titude toward your firm. You can’t 
have them saying, or thinking, 
you're a skinflint or a slave-driver. 
hey have to be proud of the firm, 
want to present it in the best pos- 
sible light. They have to be on 
your team. 

But when you've won that half 
of the battle, the other half is just 
as tough — training them to make 
that favorable impression. Some 
won't need much training, of 
course — they’re just naturally 
good at getting along with people, 
at saying and doing the right thing 
at the right time. Others are on the 
negative side, don’t have the knack 
iting strangers at ease. They 
iy or remote or easily annoy- 


ed or — in an effort to seem effi- 
cient — crisp. They need instruc- 
tion. 


This instruction needn't be elab- 
orate or expensive. If you're a 
forceful speaker you can get across 
the points that follow in a series 
of brief company meetings, Or you 
can prepare a mimeographed in- 
struction sheet that they can study. 
Or pass copies of this article. 

The point to keynote is this: In 
developing his ability to meet the 
public in a way that will add to 
the prestige of the firm, an em- 
ployee is acquiring a precious per- 
sonal asset. He’s developing his 
personality, his ability to teak with 
people. Put across this simple fact 
and you'll find your people will 
take to your program eagerly and 
digest it easily. 

Here’s the program. Suppose 
you're a receptionist — or a Sack 
or bookkeeper or salesman whose 
lot it is to greet a visitor. 

1) Remember our objective: We 
want to give the visitor an impres- 
sion of friendliness and also an 
impression of our ability to serve 
him in a way that will be profit- 
able to him. It doesn’t matter if 
he’s a client or a character who’s 
just come in to get warm — treat 
him with that double-barrelled ob- 
jective in mind. 

2) You can’t be friendly unless 
you sincerely feel friendly. You 
must purge yourself of cynicism, 
snobbishness, and all the other 
petty attitudes that we're all apt 
to be subject to. 

3) But even feeling friendly 
isn’t enough. You must develop 
the habit of friendliness. This 
means going out of your way, at 
first, to say and do friendly things. 
As soon as the habit gets a good 
solid hold on you, you'll no longer 
have the going-out-of-your-way 
feeling. 

4) As you develop the habit of 
friendliness, try also to develop an- 
other habit — that of being even- 
tempered. Learn to count 10, take 
a deep breath, and count 10 again 
— if that’s what it takes to smother 
a burst of temper or a sarcastic re- 
mark, Learn to fall back on your 
sense of humor too. Few things 
are so tragic that they don’t have 
a funny side. 

It’s impossible to keep emotions 
absolutely at one level, of course 
but you can avoid extremes of de- 
pression, elation, anger. Nobody 
feels at ease in the presence of a 
Jekyl-Hyde. You will have gone a 
long way toward improving your 
popularity when people who come 
regularly into your office say of 
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you, “He’s always the same — al 
ways good-natured.” 

5) Smile frequently. If at first 
you feel silly doing this, that’s a 
sure sign you've been presenting a 
too-serious demeanor to the world. 
A smile never seems silly to the 
person who sees it. It doesn’t mat 
ter if you’re sweet 16 or a staid 60 
— people like you better when 
you smile, 

6) Try to avoid greeting people 
in a mechanical way. Try to make 
the visitor feel that you see him as 
an individual. There’s nothing 
wrong with the phrase “May I 
help you?” except that we all hear 
it a dozen times a day. And there’s 
usually a good deal wrong with 
the perfunctory manner in which 
it’s said. Often it’s better just to 
say “Good morning.” or “Good af 
ternoon,” or simply “Hello.” But 
whatever you say, say it with a 
smile and say it to the person as 
an individual, not as just another 
member of the public who happen- 
ed to stray into the office and who 
is to be disposed of as quickly as 
possible. 

7) Make an effort to remember 
names, If you can call a person by 
name the second time he comes 
into the office, you'll make a ter- 
rific impression — both personally 
and for the firm, Remembering 
names doesn’t come easily to most 
of us, but anyone can acquire the 
knack if he'll work for it. And he'll 
have developed an asset that 
money can’t buy. 

8) Finally, always do what you 
tell a person you'll do. Maybe it’s 
only delivering a message. Or con 
tacting the person later by tele 
phone. Or digging up information. 
But do it at once and do it thor- 
oughly. Nothing gives an impres 
sion of inefficiency—we're tempt 
ed to say incompetence—so quick 
ly as a broken promise. 

A survey by James F. Bender, 
director of the National Institute 
for Human Relations, was aimed 
at discovering the quality that peo 
ple find most attractive in others. 
Some of the answers were “neat 
appearance,” “friendliness,” “hap 
py personality,” “doesn’t make 
you feel inferior.” 

But the trait that got an over 
whelming majority of votes is one 
that may surprise you. Again and 
again, people replied that they 
were drawn to the person who can 
always be depended upon to do 
what he says he will do. Appar 
ently, the most important person 
ality trait that you can cultivate 
can be summed up in the old 
fashioned word dependability. 
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Double-Barreled Promotion 





i success of a policy that combines good cus 


tomer relations with a sales promotion campaign 
is graphically demonstrated in the Catalina Ranch 
Homes project in North Bellmore, Long Island. 

Scheduled for completion this month, the project 
features six different models of six-room, full-base 
ment, two-bath homes in the $16,000 price class. It 
is a 117-house project, on a 30-acre tract. Its promo 
tion was planned by Louis M. Barkan, president of 
the building organization. Barkan evolved a campaign 
with a two-fold objective: 1) a short-term advertis- 
ing and publicity program that would create im 
mediate sales stimulus; 2) a long-range customer-re 
lations plan whereby purchasers would become the 
firms best salesmen when the law of diminishing re 
turns set in for the advertising dollar. 

Open to the public last summer, the project was 
announced by large newspaper advertisements and 
detailed publicity releases. An unusual aspect of the 
opening blast was the announcement that voluntary 
contributions of 25 cents to inspect the furnished 
model house would be turned over to the Damon 
Runyon Cancer Fund with the builder matching 
the total contributions. 

Careful preparations were made to handle large 
weekend crowds. A parking area was set aside to 
prevent traffic snarls and to encourage passers-by to 
stop. Arrangements were made with the local police 
department to handle the crowds and direct auto- 
mobile traffic each weekend for the first month — 
the period when heaviest crowds were anticipated. 

A children’s playground with slides and swings, 
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Their opening blast in the papers brought 
crowds to their demonstration houses. Thei: 
customer relations program made buyers their 
best salesmen when returns from the initial 


campaign began to fall off 





supervised by a trained governess, was set uj read 
to the model home so that parents could mak \ 
unhurried and detailed inspection. Separat t 
tories were erected adjoining the model. A regist MI 
nurse, in uniform and with a sealed jug, was 
to handle the cancer fund collections dist 
The sales force was divided into various g } 
each with specific functions. One was to direc! plude 
fic in the house and answer questions of \ Rub 
Interested visitors were directed to a second plone 
seated around desks in the roped-off garage ar Mur 
the house. Armed with brochures, plot maps Forn 
struction and delivery schedules, financing data Prd | 
optional floor plans, this group had all pertinent * 


formation at its fingertips. A third group of sales 
was set up in an adjacent building to handk 
plot and model selections, binders, and contr 

In this same building displays were set up. A! 
materials used in Barkan homes were exhibit 
charts and plans were attractively displayed. 1 
feature was a help to customers in making 
selections, and it also had a certain psycho 
value it got people into a home-buying m: 

More than 2,000 persons visited the mode! 
the first Sunday. Intense advertising was conti! 
for the next three weeks, after which the second p! 
of Barkan’s program, the customer — relations pha 
was allowed to take over. The objective was 
stitute word-of-mouth advertising for new 
space, which was gradually reduced. 

At this point, most of the binders were r¢ 
the contract stage, with more than 60 pur 
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their 
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uD } ready to sign. Letters were sent to these persons, in 

nak Viting them to visit the office to make their individual 

te |. choices before construction of the first 70 houses got 

poste Minder way. 

as hit Customer selection charts were prepared. ‘Thess 

listed the first and alternate selections of purchasers 

grou bn all the categories of construction. The choices in 

ect ; Bm luded the option of model. type ol cedar. color ol 
wii MRuberoid asbestos shingle, type of siding. type of 

- 


e or brick. wood or Truscon steel doors. color of 
rray fixtures and tile in both bathrooms, color o! 
ips Formica in the kitchen and on the American Stand 
lata. ¢ . bathroom vanity, type and color of kitchen cabi 

iets and bathroom vanity. and the color of Arm 
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inent 
salesn trong kitchen linoleum 
a. 4 § In addition to this chart, a customer cost sheet au 
per Bhorizing changes and additions was supplied for the 
» All thefemponvenience of those who wanted major alterations 
yited au fea Customer contact was conscientiously developed 
wa Nith an eye to building goodwill. It was maintained 
ng thei fa hrough a series of letters, a “get to know your neigh 
holog mor social function, introductory notes to the vari 
mood. [aeus supply houses that furnished tile, linoleum, and 
del h ther materials. Construction progress reports were 
ontin ment out from time to time, as were letters listing 
nd pl mev basic improvements to the models. No ad 
ns pha’ iiional charge to the purchaser was involved in these 
1s to sutra ements, and they did much to establish a feel 
ewspay ame lose cooperation between buyer and builder 
P a ples of these improvements are: raising of 
reachiliiam e to permit greater terracing of the plot so 
urchase ame t windows would be a bit higher; raising of 
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Interior view above left. sh 


cathedral style ceiling. reat 


length windows. entrance f1 


dining roon to covered terra 


Vanity arrangement with large 


fluorescent light plus reading lamp. 1 gazir 


Ck. eramic. tile help sell Catalina |} 


Crosley itchen with knotty pine cabinets, retrig t 


Dishmaster all on two walls leaves space for a dinit 


all windows in the house to provide additional pr 
vacy and wall space; installation of an additional 


towel-bar and a larger hamper in the bathroom: 1 
arrangement of basement and laundry faciliti 
permit easier conversion of the area to finished roon 
addition of splashbacks in the kitchen. and a ome 
Dole automatic bleed valve on radiators to replace 
manually operated valve 


The effectiveness of this goodwill-building 


| 


proach is accented by the fact that more than ha 


the sales made since the first month are traceable 
the influence of a purchaser. One buyer was r 
ponsible for the sale of four houses to friend 
relatives 

The houses themselves offer a number of featur 
with sales and goodwill value, Interesting inter 
details include: cathedral-stvle ceiling in the 


room; separate dining room; cedar-lined closet 


colored-tile bathrooms with American Standard bu 


i 


in vanities and emphasis on storage shelves. read 


‘ 


rack. and mirrored wall: master bath with glass-e1 


closed shower stall; fully equipped kitchen 
Crosley dial-selector automatic range: 1014-cul 


foot Crosley refrigerator with separate freezer cor 


partment; Dishmaster dish-washer, an abundance 
knotty pine o1 painted storage cabinets. and a lar 
Formica counter top 

Products used in the Catalina homes not alr 


mentioned include Schlage hardware. National Gv 
sum Wallboard. Pittsburgh Plate glass. Johns-Mar 


ville insulation, Fasco ventilating fans, Minneay 


Honeywell heating controls. Nu-Tone door chim 
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Nob Hill Apartments fi 
three floor plans, above 
providing for ample 


living areas and effi 


’ 
areas. Below. N 


utility 

eight buildings look 
18 or 20. Elder 
planning and lan 
give multiple living 
if irance I neg 















An asbestos clapboard overhang on Nob Hill apartments was the result of a 
improvement 


shortage of bricklayers. It proved to be an important and attractive 


NOB HILL... = 





Ann Arbor’s Problem Site 





This site offered a challenge no builder would accept until William E- P j 
F. Elder came along. Here’s the story of how he converted a tangled, 


sloping, roller-coaster terrain into a successful apartment project 
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JHERE experts wouldn't try. Detroit Builder 

William F. Elder. on his first attempt at large 
scale residential planning, successfully turned a ra 
vine-pocked hill into the newe largest. and one of 
the most attractive apartment sites in Ann Arbor, 
Michigan. 

Though he had a wide experience with commer 
cial structures and churches, Elder had. never built 
a dwelling larger than a four-room house when he 
undertook the Nob Hill project. All the others who 
had thought of building here had been discouraged 
by the 36-foot rise from Nob Hill’s lowest to its high 
est point, by the roller-coaster topography in between 
and by the jungle of trees and underbrush that en 
meshed the terrain. So. from the time Elder broke 
ground in May, 1950, he was the subject of much 
speculative interest. He was betting his professional] 
reputation on his ability to crop Nob Hill's curves. 
change its face, and occupy it with dwellings and city 
streets. 

His first move was to erect a concrete wall in the 
form of a right angle along two sides of the base of 
the hill. Built like a dam, the wall is a foot thick at 
the top and slopes inward to as much as eight feet 
thick at the bottom. It ranges from 6 to 16 feet in 
height. A total of 2,000 feet in length. it took 25 tons 
of steel and 800 cubic yards of concrete to build it 
With this as a retaining wall, earth moving equip 
ment cut into the hill’s knobby head and pushed and 
smoothed its soil into Wy, acres of gently graded slope 
They made way for a missing link of city street and 
intersected it at the middle with another that leads 
into a traffic turn-around called Nob Hill Place. Of! 
the-street parking for 180 tenants was also provided 

Next came the building. Here Elder. Henry J 
Abrams, the architect, and Robert Serota of Design As 
sociates. Detroit. introduced advanced ideas in gat 
den-type apartment planning that cut costs and added 
to the appeal of the finished development 

One of their economies is the use of a single 
entrance and staircase in each living unit 
door is eliminated 
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The rear 


white-shuttered Colonial door at the front 


opens on a stairway that leads down one flight io the 


ground floor apartment and up to those on the first 
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Building Tenant Goodwi 


By CaRLTON SCHULTZ, President 
Carlton Schultz Management, Inx 


Cleveland, Ohio 


When the levelling-off period comes, who will be hauling out the “For 
Rent” signs for apartments? It’s less likely to be those property 
managers who are keeping an eagle eye on tenant goodwill. They know 
that goodwill is built on many things, from the tenant application 


blank to well-lighted garages. The author offers a management check-up 


1 1 
1 rT) t 


.. apartment building owners feel that the 
rent ceiling which has been pu 


ments is also a rent floor and that the war born de 


mand for suites is here to stav. Having been lulle 


into this fools’ paradise, they forget that some 
these davs the rent ceiling may be \ i hur I 
license and their hunt for tenants may not be a 
successful one 

With or without rent control. the day is coming 
when the apartment tenant will become an = in 
dividual instead of a name on a ledger. When that 
day comes, the owner must expect to give his tenants 
the same dollar value that his competitor doe He 
will either give the tenant a value which will meet 
competition or he will give the tenat 
petitor 

The best managed buildings will have the most 


and the best tenants. The goodwill which produce 


and keeps tenants must be built now. The politi lan 
who passes out cigars on the day before election but 
does nothing for his constituents in the month te 
fore. will lose the election to his mipetitor wh 
worked for his people every day he apartmer 
wer is in the same position 

Goodwill cannot be bought when needed; it must 
be grown and cultivated lke a hothouse flowe1 


planted the day the tenant 


ipples for space. Instead of telling him “everything 


The seeds should be 


is full.” and ““we don’t know when we'll have any 
thing.” the manager should follow a program. of 
cultivating every caller or visitor as a prospective 
tenant, whether or not a waiting list exists. A desire 
to live in pleasant surroundings can be sold, and 
will assert itself when there is no longer a waiting 
list 

So that the prospect's requirements may be in 
telligently considered he should be asked to fill out 
an application which will give the essential in 
formation about him. The things a manager will 
want to know about an applicant are many but may 
be briefly summarized as follows: name and address. 
ccupation, home and office telephone numbers, num 
ber of persons in family and approximate ages, num 
ber of rooms required, maximum rental he can pay. 
location desired, references. church affiliation 

With these, the prospect can be classified and in 
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placing tenants 

Before a ten 
ager should see that h STO. proy 
tructed t Ie a ] | | ( l i 
to the most convenient pé The custodian shou 
supervise the LISE I stairw iVs md elevat rs s hat 


the move will be an orderly and businesslike p: 


Cess The degree if sn thine that marks the rece 
tion of a new tenant will also mark the degree of 
genuine goodwill toward management when he re 


views the tedious and tiring operation that he has 
endured 

After the tenant is installed. the manager's 
is not done. It just begins. Now the tenant must be 
kept satisfied 

A manager may boast that he avoids his tenan 


because they always want something. This is a big 

mistake. Many tenant wants indicate the beginning : 
of mechanical trouble. which if ignored will be ; 
come expensive disasters. When a tenant wants $ 
something beyond the bounds of policy, he is at : 
least entitled to a firm but courteous refusal. and in % 
the majority of cases will be a happier tenant as long 3 
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is all policies remain consistent in dealing with a 


tenants. Tenants should never be put in a frame 
mind that they cannot ask for anything. They are 
as eager as the manager to make the best de 
possible, and it is the duty of the manager to be alert 
enough to foresee trouble so that the relationship may 
develop along lines of rational bargaining rather than 
unconditional ultimatums 

The Golden Rule, “Do unto others as you would 
have others do unto you.” 1s not obsolete in apat 
! 
l 


ment management although many managers Nave 


forgotten it. Policies to fit the various levels of opera 


tion must be created, but the manner in which the 
ire administered is of even orealer mportance 


One of the most important things in the operation 


if an apartment is’ the election the custodian 


The manager should remember that they are h 
representatives on the job and that he is judged 


7 


what they do. If they are surly and non-cooperative. 








is blamed for it. If they ire tmendly and he pl 
it will reflect in respect for management Being on 
the grounds the custodian is in a position I dete 
tenant and operating trouble and report it before it 
happens or before it reaches climactic proportions 
Extra services beyond prescribed duties 1 
todian true assistant manager t pro 
isa menial but ma hasis tf nei orly 
i custodians wife can assist in times 
tenant families. She may offer limited h ! 
during vacation periods. lend a hand di 
or receptions, or act as baby sitter. Such activitse 
will. in most cases. become a means of substantia 


7 
ymount of money in the custodians coffer. But mor 


important is that when tlered by a well-chosen 


ustodian. they will De FEeTILILT IE attribute tn 


ipartment property and its managemen 


Whether a building is held for sale or investment 


qd maintenance ts not only good salesmanship i 
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HY has the monotony of 
white houses with blue or 
green shutters been succeeded by 
an array of colors that are bright, 
bold, and cheerful, or pastel shades 
that are soft, delicate, and subtle? 
The reason is this — manufac- 
turers of building materials have 
learned that color can stimulate 
sales of materials just as it can 
stimulate the sales of houses. 

Government statistics show that 
asphalt roofing is being used on 9 
out of 10 new houses being built 
today. But no statistician can com- 
pute how much color has contrib- 
uted to the amazing growth of the 
asphalt roofing industry. Color def- 
initely has been a significant fac- 
tor. The truth of this is upheld by 
reports of dealers that color ranks 
second only to economical protec 
tion in selling asphalt roofing. 

Why is it that color can stimu 
late sales of houses and building 
materials? The simple answer is 
people like color. They like to have 
colorful things around them; yet 
they are cautious about color even 
though a surprising number have 
innate good color taste. 

The Rahr Color Clinic has spent 
$650,000 in the past six years in- 
terviewing over 200,000 women 
determining and measuring their 
color appetites so that we can 
advise manufacturers of towels, 
sheets, paints, roofing, and dozens 
of other items how to color style 
their products in accordance with 
shifting consumer color demands. 
Some of the things we've discov- 
ered may be surprising to builders. 

Of first umportance is this — 
whether she’s buying a new hat 
or a new house, a woman’s first 
impression is a color impression. 
If she likes the color, you're on 
the road to a sale. If she doesn't, 
you have an uphill selling job to 
do. When a woman wants to buy 
a red hat, the clerk who tries to 
sell her a yellow one isn’t very 
smart. It’s obvious the way to sell 
successfully with color is to show 
the buyer the color she wants. 

Here’s another important color 
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By FREDRICK H. RAHR 
President, Rahr Color Clinic 


One house in your project draws prospects while another one down 


the street doesn’t. Why? Maybe it’s color. Good color schemes can 


make a big appeal for sales, but you can’t throw a good color scheme 


together. You must plan it carefully, keeping up with changes 


fact. Color appetites aren’t static, 
but are always shifting. Because 
turquoise is preferred one year is 
no reason to think rose won't be 
preferred the next year. That is 
why any professional poll of wom- 
en’s color wants is of limited value 
unless it is based on current mar- 
ket data. That’s why a color plan 
that helped to sell a house last 
year may not be as effective now. 

It’s a fact, though a surprising 
one, that color knows no social 
distinction. Racially and geograph- 
ically, there are significant differ- 
ences in color preference, but the 
color wants of Judy O’Grady and 
the Colonel’s Lady are much the 
same. There is so little difference 
between the upper middle and the 
lower middle market that it is un- 
important. 

Builders ask us, “What infor- 
mation do you need to color plan 
a development?” First, a color con- 
sultant needs the plot plan, eleva- 
tions of each house, plus the an- 
swers to the following questions: 

1) What is the geographic and 
physical location of the site? In 
what section of the country? Is the 
site flat and barren, or wooded and 
rolling? Is it in the city, the sub- 
urbs, or open country? How large 
is the average plot? 

2) Are the houses built for rent 
or for sale? If for rent, how much 
per month? If for sale, what is the 
price range? 

3) How many houses are plan- 
ned in the development? What is 
the architecture? How many basic 
floor plans? How many elevations 
of each floor plan? 

4) What is the construction of 
the house? What materials are pre- 
ferred in the area, and what are 
the preferences of the builder as to 
materials for roofs and sidewalls? 


5) What class of people will live 
in the houses? What is their ap 
proximate income? Is the devel 
opment for any particular racial 
group? 

Only when a color consultant 
has digested this information can 
he begin the actual job of color 
planning. 

Where do we start color plan- 
ning? We begin by selecting roof 
colors. There are a number of rea 
sons for this. 

First, color planning naturally 
begins with the largest visible area, 
which is generally the roof. Not 
only is it a large visible area, but 
also, unlike the sidewalls, it is an 
unbroken area except for dormers 
and valleys. Unless roof colors are 
carefully selected, it is impossible 
to obtain color integration of the 
community as a whole. 

Second, because roofs are high- 
ly visible, the roof serves as the 
color key for the development. 

Third, the roof is the only “fixed 
color.” After people live in a house 
for a few years, painting will be 
necessary. Perhaps the owner will 
want to change the accent color, 
the trim color, or the color of the 
sidewalls. In other words, over a 
period of years, the color concept 
which individualized the commu- 
nity can be lost. The one static in- 
tegrating medium remaining may 
well be the roof. 

After the roof, the next step is 
selecting sidewall, trim, and ac- 
cent colors. We don’t select the 
colors we prefer, but the colors 
that 200,000 women tell us they 
prefer. The job remaining is to 
combine these specified color wants 
into a number of color schemes to 
give each house individuality, and 
to give the community over-all 
color harmony. 
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Ads Worth 
q4< — Studying 


YARTOON appeals are sure attention-getters, be 

Alieves Realtor Douglas Van Riper of Manhassett. 
Long Island. The quarter-page display ad. at left 
is headed up by a ¢ lever cartoon and a quip ( leverly 
designed to attract and hold attention. The quip 
poy reads: “Once upon a time nobody but Indians Lived 
in Manhassett . . . then we got busy! Now look at 
what we offer instead of wigwams!”’ 

Copy describing the two houses for sale is written 
with terse, colorful phrases: “Flower Hill — $47.500 
Only on rare occasions are we privileged to offer a 
home like this. Suberb location, well-treed, deep 
plot. Expertly designed by Henry W. Johanson 
Custom built 13 years ago by those master builders, 
Johnson & Olson, to very rigid specifications 

“This outstandingly beautiful Colonial contains a 
wide hall, spacious living room with paneled wall 
over fireplace, bright roomy dining room with shel] 










Once Upon A Time 
Nobody But Indians 
Lived In Manhasset... . 


Then We Got Busy! 


STRATHMORE VILLAGE — $36,750 





back corner cabinet . . . It's value Plus to be Sure.” 
The layout is attractive, features clean-looking 
eeat esrare Dovglas vex INSURANCE type faces and plenty of white space. Van Riper’s 


name, address. and phone number are located at the 


190 PLANDOME ROAD MANHASSET 7.2800 : 
. ent ~ ‘ lower edge of the ad where they can be spotted easily 





Mi UCH of the success of New Orleans’ Gentilly 
YI Woods is attributed to display ads like this one. 
The newspaper campaign was augmented by radio, 
television, and word-of-mouth advertising to such an 
extent that a simple heading “Gentilly Woods” on 
the ads attracted attention. Ads were changed every 
week during the promotion campaign and resulted 
in the sale of 700 homes the first month. 

One important technique stands out in the Gentil- 
ly Woods’ ads, and that technique carries from the 
headline right straight through the copy. It’s the use 
of the pronouns “you” and “yourself.” It starts with 
the picture of four people that might be the reader’s 
family. It’s in the headline, “Put yourself in this pic- 
ture.” And count the number of times it appears. 

Copy in the ad does a pleasing job of pointing out 
the features of the subdivision, from notes about the 
shopping centers and schools to details about the 
kitchen and exterior finish. 

The monthly payment is put in extra large type 
and the ad invites the reader to take action with 
“Come out today.” A criticism that might be made 
of the ad is that it is crowded toward the bottom, 
with too many different sizes and styles of type. 
But there’s a lot to tell about the subdivision and it 
is accomplished over-all in an attention-getting way. 
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Pillars and trim were painted, bushes were replaced with 
evergreens, the front entrance steps were changed, and the 
roof over the front stoop removed, and the two-unit apartment 
house at left became the attractive branch office at right 






BEDROOM BEDROOM 
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View from front entrance shows the reception room and 
entrance into the general office. Walls are finished in gray. 
Splashes of color are provided by draperies, upholstered chairs 


. 








Conversion Factor 


ITH the growth of our residential busines 

ing the last few years, it became apparent th 
there were many advantages to be derived from a 
office in the suburbs where a greater percentage 
our working time was spent. This, coupled with t! 
fact that our enlarged residential department becan 
crowded in the downtown office, started us looking 
for room for expansion. 

Expansion in a downtown office building offers 
difficulty not only in obtaining the space but in p 
ing a high rent for it. Also, the larger the whole 
ganization became, the more confusion and distr 
tion it offered. We felt that it would not solv 


amount of time spent between the salesmen’s desi: 


and the properties they were showing. 

We also knew there was objection from some pa 
ties to placing residential properties in the hands 
“big downtown offices.” Also, in the time of a g 
market and expanding offices, we found our bett 
sales people were being offered selling positions }\ 
our competitors. 

Keeping all these things in mind, it was decid 
to open a branch office which would become, at lea 
at first, entirely a base for residential selling on! 
We decided to locate it in approximately the g 
graphical center in the east and northeast area wher 
we are presently doing 70% of our business. 

Although it was necessary to locate it close 
commercial center to qualify under the zoning reg 
lations, we wanted the office to have as much res 
dential atmosphere as possible. 

The property we selected fulfilled these things 


is located one-half block off a major suburban shop 5 


ping area and a newly-zoned business area. Ow 
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hey needed a branch office for expansion of 
esidential sales. They found an old apartment 
ouse that met all their requirements. A change 


ere and there made it a convenient sales home 


management department had managed the property 
or some years and we were aware of its qualities 
and limitations. 

The brick and frame building originally contained 
wo large six-room apartments and was on a 50 x 


)-foot relatively level lot, the front yard being at 


treet grade, It had separate entrances and separate 
1eating, so it was easy to convert the entire first 
loor for our use. 

The parking problem was partially solved by de 
eloping adequate space for employee parking in the 
ear and parking in the front yard for clients. Two 
djacent properties on one side, both old frame houses 
m 50-foot lots, have been purchased and are being 
orn down, This area will become a large parking lot 
or a major super market, giving our building even 
breater prominence. 

Except for the manager’s office and the consulta 
ion room, all floors have been finished in black and 


white asphalt tile. The ceilings are finished in white 


acoustical tile. Walls and woodwork in all the offices, 
xcept the manager’s. are painted a warm, brown 
pray. Draperies throughout the sales office and wait 
ng room are gray for better service and harmonize 
vith the walls. Splashes of color are in the draperies 
nd upholstered chairs. 

No important structural changes were necessary 
Pxcept removing the pantry walls to provide one large 
ffice for the salespeople. On the exterior. the en 
rarice steps were changed from the side to the front 
nd the ‘roof taken off the stoop at the left front. 

\t present the second floor is being used as an 
bpartment but it is planned to change that to one- 
nd two-room units for professional offices. 





AFTER 


By GeorGe E. Mayer, Residential Sales Manager 


Robert A. Cline, Inx 
Cincinnati, Ohio 
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CLIENT'S ——— 


Once a sun porch, this room now serves as a small private office 
for consultation with clients. Few structural changes were 
required in converting this old home into a modern sales office 
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Whitmor Homebuilders, subsidiary of M. W. Turner Company, provides a new stand- 


Thirty years of quality real estate 
and building experience provid- 
ed sound background for the M. 
W. Turner Company to meet the 
housing needs of oil workers. 
Because of this experience, the 
company recognized the need, 
formed a subsidiary corporation 
to meet it, then sought out con- 
tracts with a well-planned, 


thorough promotional campaign 


ard of quality in oil field housing. Rough, remote areas become attractive communities 


F YOU recognize the need for a product, then can 

muster the manpower, equipment, and_ brains 
needed to supply the product, you’re on the road to 
success. That’s the formula used by the M. W. Tur- 
ner Company of Tulsa in building more than 600 
oil field houses. 

Five years ago the Turner company recognized 
a dire need for employees’ housing in the oil fields 
of the Southwest. It saw that quality, on-the-spot 
housing was oil executives’ biggest headache. With 
out adequate housing, employees were not satisfied. 

Turner company set out to supply this housing. 

Before 1947, the company bid on several small 
projects for oil companies, The invitations to bid re- 
sulted from inquiries it had received from oil com- 
pany executives for whom the Turner company built 


Typical national ad in oil and gas journals hits highlights of 
Whitmor Homebuilders’ services and long real estate experience 


« 


residences. It had had more than 30 years experience 
in the real estate and home building field. 

Their first big industrial job was with the Cities 
Service Gas Company at Ulysses, Kansas. The hous- 
ing units were supplied by the Crawford Corporation 
of Baton Rouge, and were erected by the Turner 
company. Turner also constructed the utilities, a 
recreation building, office building, and some ware- 
housing. The project was such a success that the com- 
pany formed a new corporation — Whitmor Home 
builders, Incorporated, industrial housing division of 
the M. W. Turner Company. 

On the next few jobs, Whitmor Homebuilders used 
Crawford units, but because of the great distances 
and shipping difficulties involved, they switched to 
their own conventionally-built, site-fabricated units. 


Burl Johnson, vice-president of Whitmor, posts this card in 
each house under construction to encourage quality work 
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Early in the game, Whitmor Homebuilders estab- 
lished the theory that they would try to build a 
better house than was commonly accepted in the in- 
dustrial housing field. They adopted the slogan, 


“Whitmor . . 
this theory. 

How did Whitmor go after other oil companies 
that needed on-the-spot housing? They did it with a 
campaign sparked with national advertising, direct 
mail, direct requests to oil companies for the right 
to bid on their projects, annual catalogs, and radio 
advertising. 

Full page ads were inserted in trade journals of 
the oil and gas industry, which aimed their message 
like a rifle shot to the men who make the housing 
decisions. They deluged the executives several times 
a year with mailing pieces — brochures, blotters, 
letters, and so forth, to keep up interest in the Whit- 
mor services. 

Direct requests for the right to bid were made to 
oil companies in Tulsa, Dallas, Houston, Chicago, 
Wichita, New Orleans, and Shreveport—cities where 
90% of all oil field housing contracts are let. 

They sent to the oil executives yearly catalogs 
showing the models, prices, and specifications of 
houses available, and four page brochures printed in 
four colors. 

On every project, Whitmor displays their indus- 
trial housing sign which identifies their company 
with the project. On each house, they install a heavy 
aluminum plate in some conspicuous place branding 
it as a Whitmor Field Home. 

To get further publicity, Whitmor sponsored base- 
ball game broadcasts and, whenever they can, they 
get publicity in local newspapers and radio stations. 

For companies who want field homes without own- 
ing them, Whitmor has a monthly lease-rental plan. 
Oil companies like this for three reasons: They can 
get Whitmor homes without any capital investment. 
The homes are built especially for the company and 
leased to them. Taxwise, this plan is advantageous 
for the oil company, because the monthly rentals 
paid are deductible as expenses. In some cases, ab- 
sentee ownership of employee housing eliminates 
friction within the company. 

The oilmen like Whitmor’s one-package service 
because it saves time and trouble in buying field 
homes. One purchase order includes everything from 
basic planning to building complete community fa- 
cilities. Whitmor bids on all housing, utility, and 
office requirements, including streets, gas, water. 
and electric systems. 

The company has loyal personnel with great in 
terest in the company because they feel it is growing. 
The company adds fuel to this flaming spirit by pay- 
ing men in the field bonuses based on net earnings. 
To encourage quality work as well as quantity, Burl 
Johnson, vice-president, posts a large card (see ac- 
companying illustration) in each house being built 
asking workers to do their best. 

Whitmor Homes builds either from their own 
plans or from the oil company’s plans. 

Whitmor’s own homes range from $3,536 for a 
416 square foot model to $11,216 for a 1,174 square 
foot model. 

The homes feature 210-pound Texaco roofing. 
Flintkote asbestos siding, oak floors. Sheetrock walls. 
Windows are Long-Bell lock-joint units complete 
with screens. Doors are also Long-Bell, white pine 


. the Finest in the Field” to promote 





type. Dexter hardware is used, and kitchen counter 
tops are covered with Armstrong linoleum. 

Bathrooms are equipped with Kohler fixtures, and 
are heated with gas wall heaters. Armstrong’s linole- 
um is used on bathroom floors, and tempered tile of 
the same brand is used for wainscoting 48 inches 
high around the tub. 

Homes built by Whitmor and designed by the 
Transcontinental Gas Pipe Line Corporation are good 
examples of company-designed homes. Because of 
the flexibility of the Whitmor system, they could 
easily build to Transco’s plans and specifications. 

Each compressor station has a group of Whitmor 
homes located nearby. Although each house is built 
from the same plan, their outside appearance in front 
design and color scheme is so varied that no two 
houses appear to be identical. 

Each home has an attic fan, 100,000 btu attic heat 
ing unit, a tile bathroom including shower, sliding 
doors on all closets, a large knotty pine breezeway. 
two-compartment kitchen sink, built-in kitchen cabi 
nets, Bendix connection in the garage, inlaid linole 
um floor in kitchen, Sheetrock walls and ceiling. and 
hardwood floors. 

Floor area in each house is 1,224 square feet, not 
including attached garage. Lots are about 100 by 130. 
All the houses have three bedrooms, one being so 
placed that it can be used as a den or dining room. 
The combination living room-dining room area can 
be used as all living room. 

The homes feature large kitchens each is big 
enough for a breakfast suite. There is abundant 
closet space in every bedroom. living room, and bath. 
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One of a series of new 1952 models has two different front ele 
vations, features three bedrooms, 1326 square feet of floor space 
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Homes our readers are building 


© IN NEW YORK 


Trylon Realty points up advantages of location, unusual features of houses to promote sales 





4 HREE big bedrooms. . . two baths . . . full base- 

ment .. . attached garage . . . center hall layout 
— plus dropped living room with wrought iron rail- 
ing! These are the features pointed out in the promo 
tion of Joseph-Martin Homes in East Meadow, Long 
Island. 

Sales of these ranch style homes are being handled 
by Trylon Realty of Forest Hills. New York. Two 
models are being offered — the Del Rio. illustrated 
here, selling for $18,490 and having about 1.500 
square feet of floor area not including garage, and 
the Esplanade, selling for $14,750 and having about 
1.100 square feet of space. Plots vary from 60 to 70 
feet across the front by 100 feet deen, and are pro 
fessionally landscaped. 

The dropped living room with wrought iron rail 
ing is a feature of the Del Rio only. Both models fea 
ture large kitchens eauipped with Frigidaire refriger 
ators and ranges, Hotpoint dishwashers. Formica 
countertops, abundant cabinet space. and exhaust 
fans. There is also room for a breakfast nook. Bath- 
rooms are fashioned of colored ceramic tile and are 
equipped with dressing vanities and large wall mir- 
rors. Master baths have stall showers with four-foot 
glass enclosures. All bedrooms are cross-ventilated. 
and the master bedrooms have large walk-in closets 
with built-in chest of drawers. The front entrance 
has a protective overhang, and the back entrance is 
directly accessible to kitchen and basement. The 
houses are heated by United States Radiator Corpora 
tion oil-fired hot water convector systems. 

Trylon Realty points up the advantages of the 
BEDROOM en BEDROOM location in its advertising. Some of these are: ‘short 
walk to complete shopping facilities; schools and 
chuches are within easy reach; main busses pass 
through subdivision; major highways pass nearby: 
beach is only 15 minutes away. 
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® IN OHIO 


Small volume builder constructs two-story houses in Columbus in $19,000 to $24,000 price range 


UILDER William P. Wahl of Columbus, Ohio. 

builds about 12 homes for sale each year on 
scattered lots. Nearly all of these are sold to people 
shopping the neighborhood, so Wahl does not use 
demonstration houses. 

Illustrated here is a one and one-half story model 
having a finished floor space of 1.680 square feet. 
This $19,500 model is located on a 60 x 127 foot lot. 

Another model typical of Wahl’s houses has two 
stories with a finished floor area of about 1,500 square 
feet. Selling for $23,500, it has a separate living 
room and dining room plus a kitchen on the first 
floor. The second floor has three large bedrooms and 
a bath. A one car garage is attached and has an extra 
12 x 28-foot storage area above it accessible from the 
upstairs. Both houses have full basements. 

Incorporated into the construction are such prod 
ucts as Bilt-Rite sheathing, Celo-Tex 250-pound roof 
ing, aluminum foil insulation, Duo-Lap shingles. 
Briggs Beautyware plumbing fixtures, 
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© IN FLORIDA 


Newspaper and television campaign pays off in sales of Plantation Estates houses near Daytona Beach 


WO New York real estate builders have created 

a village of about 275 homes near Sanford, Flori- 
da, by an aggressive newspaper and television pro- 
motion campaign. They are Frederic L. Spiro, presi- 
dent, and Salvator Dilucian, vice-president, of Plan 
tation Estates, Inc. 

The site selected for the Plantation Estates devel- 
opment was 1,600 acres of high land in the heart 
of an 8,000 acre estate. With a frontage of more than 
a mile on a beautiful lake and bayou, and with five 
small lakes on the property, the townsite is now an 
attractive community 33 miles from Daytona Beach. 

At the start, there was nothing on the estate ex- 
cept an old mansion, which in an excellent state of 
preservation serves as a Clubhouse for residents and 
as a hotel for prospects. 

The land is divided into plots of varying sizes. the 
minimum being a quarter acre. Frontages range 
from 75 to 500 feet, with depths a minimum of 150 
feet. Lots are sold, then buyers are permitted to select 
the house they desire. At the beginning a few sampie 
houses were built to show prospects, but from then 
on everything has been built to order. An affiliate. 
De Bary Builders. Inc., does the construction work 
on a flat price basis. 

Lot prices range from $590 to $4,000, the higher 
ones being for the large lots with lake frontage. 
House prices range from $5,450 to $20,000. The 
$6,450 house illustrated here has a living room and 
dinette combination, two bedrooms with large closets. 
one bathroom with Keen cement walls (tile bath is 
$175 extra) and a large car port with breezeway. 
The kitchen is completely equipped except for re 
frigerator — the builders found that most buyers 
already owned a refrigerator, House heaters are not 
provided because the builders also found that buyers 
have individual fuel preferences — butane gas, fuel 
oil, or electricity. 

Houses are of cement block construction, and 
full basements are included at extra cost. Lower 
priced homes have exteriors covered with waterproof 
paint or stucco. Interior walls are plaster and are 
finished with color mix or paint. 

Streets are finished with a clay and sand mix. 
There are no sewers, but houses are furnished with 
state-approved septic tank. No landscaping is includ 
ed in the purchase price. 

Capitalizing on Northerners’ desire to retire in 
Florida, Plantation Estates, Inc., directed its adver 
tising to the North, with extensive ad programs in 
Eastern metropolitan newspapers and on television 
stations. One ad pulled 557 replies. 

Replies are followed up by sending brochures with 
such headlines as “Plantation Estates is the fastest 
growing new community in Florida In the High 
lands, entirely out of the hurricane area” and 
“Where is this land of low-cost living with climate 
ideal the year around?” Enclosed with the brochure 
are two business reply cards, one reading: “We have 
received and read your literature. We would like 
further information regarding the following 7 
The other reads: “I will arrive in Florida by (men 
tioning mode of transportation) on (blank date) to 
look over Plantation Estates. Please make reserva 


tions at (hotel, motor court or the De Bary Mansion 
for (blank) number of persons 


When Frank N. Turner, property manager, writes 
to these prospects he invites them to stay at the De 
Bary Mansion with this sort of appeal 

“Why not pay us a visit to see Plantation Estates 
for yourself? We can accommodate you at De Bary 
Mansion. This will give you the opportunity to look 
over our property. see our model homes, inspect our 
recreational facilities, and meet some of the fine folks 
who are living here. We offer you a special guest 
rate of $4.00 per day for room and meals (two-day 
limit). Please use the enclosed reservation card if 
you decide to visit us.” 

Prospective buyers are introduced to residents and 
permitted to find out for themselves what the devel 
opment has in the way of congenial surroundings 
and neighbors. As the De Bary Mansion also serves 
as a clubhouse for residents. some are always around 
for visitors to meet. A hostess makes introductions 
The clubhouse accommodates 20 persons at a time 
Meals are served family style and are not fancy but 
wholesome. As an added inducement, the manage 
ment refunds $75 of the purchase price on every lot 
of $750 or more to defray buyer's trip expenses. 
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Exterior Cleaning 


® When you contract for the 
cleaning of the exterior of your 
buildings, be sure you get a good 
contractor. Check up on other lo- 
cal work he has done. 

» In order to be sure the con- 
tractor understands your special 
cleaning problems, you must have 
at least a general understanding 
of them yourself. For example, the 
dirt on the outside of buildings is 
usually a combination of earth, 
ash, and coal tar. It is greasy and 
often requires an acid treatment. 
Unless your contractor knows ex- 
actly what he is doing, he can use 
acids that will have a deteriorating 
effect on masonry. Hydrofluoric 
acid, for one, must be used with 
the greatest care. Steam-cleaning 
is much safer. Steam under pres- 
sure softens dirt and carbons and 
steam condenses on the wall and 
does a good job of washing down. 
Correctly done, sand-blasting is 
the best method for removing 
paint or asphalt materials. If the 
operator is skillful, damage to the 
surface is negligible. 

§ Ask your contractor to check 
every part of the exterior surface 
for necessary repairs. Better to pay 
a small repair bill now than a big 
one later. 


Roof Maintenance 


» If a relatively good composi- 
tion roof gives trouble within three 
years, the difficulty should be cor- 
rectable by means of a simple re- 
pair job. If a roof is more than 
three years old, is somewhat 
cracked and leaks in various places 


— recoating is called for. If crack- 


ing is extensive, a new roof is your 
best bet since a recoat will tend to 
crack also. 

Don’t wait until your tenants 
complain about a leaking roof! 
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Keeping an income property tenant-able is one of the major services 


you, as a manager, offer the owner. But labor and material costs 


being what they are, keeping properties up to par is an ever-mount- 


ing problem. Here are methods to pass on to your maintenance 


crews that will save time, money, and tenants for your properties 


Make sure roofs get regular, care- 
ful inspections. 

§ Most leaks are caused by clog- 
ged gutters and leaders. When wa- 
ter gets dammed up, it seeps into 
walls above flashings, or freezes 
and forces up roofing. 

§ When there is a break in roof 
covering, you'll naturally call a 
repairman immediately. If emer- 
gency treatment is required while 
you're waiting for him, this con- 
sists of building a breakwater to 
divert the flow of water around 


the hole. 


Electrical Equipment 


® Electric motors should be 
blown out once a month. This is 
done by dry compressed air or by 
vacuum cleaning. Sticky grit ad- 
hering to windings and surfaces 
should be removed with a solvent. 
Clean rags which do not deposit 
lint should be used. Space around 
motor should be cleaned too. 

® An oil change is necessary for 
the best function of motors. Once 
a year is often enough for most 
air-conditioning motors and others 
that are used intermittently. A 
change should be made every six 
months in motors that are in heavy 
service. 


Heating Systems 


§ Maintenance of a heating sys- 
tem should be in the hands of an 
experienced engineer. But, here 
again, the manager should have 
at least a general leer ee of the 
subject in order to be sure that 
equipment is being used efficiently. 

® Insist that your engineer con- 
duct regular inspection of all parts 
of the system. The inspection 
should include repacking or tight- 
ening of radiator valves, annual 
testing of bellows-type valves, in- 
spection of radiator traps, over- 


hauling and cleaning of float traps, 
check of mains for tightness, re- 
placement of all leaking valves, 
and so on, 

® Maintenance men should use 
flashlights to inspect boilers after 
heating period is over. Combustion 
chamber, smoke chamber, flue pas- 
sages, and dark corners behind the 
boiler should be cleaned. 

® Insist that firemen clean ashes 
and loose soot from boilers at reg- 
ular intervals, not just when they 
happen to think of it. 

® Have someone keep a list of 
all repairs to be made after the 
heating season is over. 

§ Proper brushes and scraping 
tools should be available in every 
boiler room. 

» A good, but not infallible way 
of judging whether the heating 
plant is being cared for adequately 
is to notice the glass gauges. If 
these are allowed to get dirty, the 
chances are that other, less con- 
spicuous parts of the plant are 
being neglected too. 


Elevators 


” » Periodic cleaning of machine 
rooms, top and bottom of cars, and 
walls fee its will improve oper- 
ating conditions and also remove 
a serious fire hazard. 

® Frequent cleaning of door 
hangers and use of a lubricant 
makes the doors easier to operate 
and prolongs the life of the equip- 
ment. Interlock mechanisms and 
door-closer parts should be kept 
well oiled but excess oil should be 
wiped off. 

§ Conscientious attention should 
be given to brake pins and bearing 
surfaces. These should be kept 
well, but not excessively lubri- 
cated. 

® The brake drum should be 
kept free of oil, grease, and rust. 
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® Worn carpeting or tiles on the 
car floor could cause serious acci 
dents. The building maintenance 
crew should give the elevator floor 
the same care they give hall floor 

® In most cases. elevator care 
should be left to the manufacturer 
or to specially-trained crews. Aft 
er intelligent maintenance. clean 


ng becomes only secondary 


Metal Surfaces 


® Corrosion can be removed 
from brass by your maintenance 
people with a salt and vinegar 
solution, rinsed off with clear 
water. 

§ Oxidation deposits on brass 
and copper can be removed with 
ammonia. A good formula to give 
employees for cleaning these met- 
als is: one ounce oxalic acid, six 
ounces rotten stone, one-half ounce 
gum arabic, one ounce cottonseed 
oil. Add enough water to form a 
paste. Apply to small areas and 
rub dry with flannel. Polish, wash, 
and dry. Wash with benzine or 
gasoline to remove oil and grease. 

§ Nickel plating in good condi- 
tion can be washed with a solution 


of one-fourth cup of neutral so 
to one gallon of water. and then 
rinsed thoroughly 

® Chromium seldom tarnishes 
does not require scouring with ab 
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| 
»powde! tshould be wasned 


all grease wilh benzine Phe Tit 
coat of paint should be red lead. 

® Tin plate used for roofing 
needs painting to protect it from 
rust. To prevent peeling, first clean 
thoroughly; then wipe with tur 
pentine and apply two coats of red 
lead a week apart. 
Lighting Fixtures 

® Make an inventory of all 
lighting equipment in and about 
the building. This will be useful 
as a cleaning check list and as a 
means for determining costs. 

® Tests have shown that light- 
ing equipment reclaims 10% to 
15% more light when washed than 
it does when merely wiped off. 


\lso. dry wiping can Cause grit 
cratch the reflecting surfaces 

® When a luminaire cant 
iken down, provide a clear 
agent that require no rinsing. Ey 
cess moisture sn ] 
Walls 

7 | 

@ Wher ng alkaline cleaner 
autvion \ ir emp yer ! rye l 
that the solution is not too strong. 


Used in moderation, the alkalines 
will do a good job. Best formula is 
two ounces of cleaner to a gallon 
of water. Spray or brush the clean 
er on areas four to six feet square 
Wipe with clear water on a sponge. 
using parallel strokes and wiping 
away from clean areas. 

§ It may pay you to investigate 
some of the mechanized wall-wash 
ing techniques that are coming in 
to wide use. After the initial in 
vestment in the machine, there is 
cften a big saving in time and ma 
terials, And there’s less muss and 
confusion for the tenants while 
walls are being washed. 
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Kitchen Appeal 


One room that combines laundry, 
food preparation, home office, 


and food bar .. . a sales clincher 


+ XPOSED beams result in additional 
4 high cabinet space, good for seldom- 
used seasonal items. Light is diffused by 
simple rectangles of frosted glass. Wood- 
work is a bright coral and a blend of 
cream and green is used for floors, walls 


Compact laundry is at one end of room, 
close to back door. Shelves beneath the 
laundry sink are staggered to hold vari-— 
ous sizes of equipment. Ironing board fits 
flat on back of louvered door which opens 
to cleaning closet, depth of standard desk 


Food bar, covered with a cream-colored 
laminated plastic like other countertops, 
can seat 10 people, is located at right_ 
angles to double corner window. Wide 
counter avoids cramped knees. Flanking 
bar is double sink, base and wall cabinets 


Each work center has its own adjoining 
counter space. Drawers next to stove 
have marble slab top for kneading and 
chopping foods. Along this wall are range, 
refrigerator, base and wall cabinets, and 
another storage closet with abundant space 


and preparation 
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A kitchen 
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UNDAMENTALLY, the ap- 

plication of percentage leases 
has to do with (1) the type of 
business and tenant, and (2) the 
location. 

Percentage rates in relation to 
the various categories or types of 
business have n established 
over a long period of years through 
experience and knowledge gained 
in dealing with the subject. While 
few changes have been noted in 
the last several years, considera- 
tion must be given to the fact that 
merchandising volumes at high 
levels initiated by strong tenants 
have had some effect on rates. 

For example, before the super 
market became a reality, grocery 
stores operated by national chains 
were situated in small units and 
it was not uncommon to see one 
of the national chains in a 25 foot 
store. For this they may have paid 
as little as $150 to $300 per month 
rent, depending on the location, 
and the prevailing percentage rate 
was 5%. 


Larger Store Trend 


Obviously, to do a large volume 

of business, space and utility are 
required. If a grocery operation 
enerated a business volume of 
$150,000 per year in a 25-foot 
unit, the gross annual rental, in- 
cluding percentage, would ap- 
proximate $7500. 

Today, the super market occu- 
pies as much as 30,000 square feet. 
The volumes run into the millions 
and the prevailing rate is some- 
where between 1% and 3%, de- 
pending on the size of store, cost 
of construction, and location. The 
necessity for moving perishables 
quickly makes necessary the ac- 
ceptance of a smaller profit. This 
fundamental principle has acceler- 
ated the mene 5 toward larger stores 
and has tended to reduce percent- 
age rates. 

However, there are many other 
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Leases Today 


By ARTHUR RuBLorF, President 
Arthur Rubloff & Co. 
Chicago, Illinois 


Scoff at the tenant who would make a percentage lease at 4% and 
grab the tenant who would pay 7%? Not necessarily . . . not if you're 
interested in getting the best return for your client. You might find 
that one tenant’s management record and merchandising pattern 
would produce greater volume. Our author explains salient points 
in keeping up with tenant trends and writing percentage leases 


types of goods which offer a larg- 
er profit margin to the tenant; 
for example, candies and staples, 
packaged liquor, patented drugs 
and sundries where these are sold 
in grocery stores. In this respect 
the differential in the margin of 
profit applies to many other busi- 
nesses. Suffice it to say, therefore, 
that where you are 5 Ae with 
tenants ponliialaii large volumes, 
the differential in the lower per- 
centage today as compared to the 
higher percentage of yesteryear, 
averages about the same return 
for the landlord — taking all of 
the factors into account. 


Determining the Percentage 


A great deal of ingenuity and 
sound business judgment is neces- 
sary on the t of the agent, 
owner, or broker in determining 
a fair percentage where some gro- 
cery stores are, in effect, small de- 
partment stores. The same is true 
of many of the drug chains which 
handle notions, appliances, and 
liquor and grocery lines. Here, 
proper judgment must be exercis- 
ed in arriving at an overall per- 
centage, fair to both parties. fr is 
axiomatic that no tenant be asked 
to pay a percentage beyond that 
which it can afford to pay. 

On the other hand, many of our 
large chain store organizations 
ak to make deals on the basis of 
a lower percentage than they can 
afford to pay, and which are rea- 
sonable for their types of business. 
In some cases ay attempt to 
eliminate the percentage clause al- 
together. Whether or not the chain 
store organization is successful in 
achieving this objective depends 
in some measure on (1) how effec- 
tively the location has been sold 
to the particular company, and 
(2) how well they understand its 
potentials in terms of their busi- 
ness. 


The landlord may be approach- 


ed by several different types of 
tenants, each of whom is willing 
to pay the same minimum guar- 
anteed rental. However, one ten- 
ant may wish to pay only 4%, 
another 5%, and the third 7%. 
Accepting the highest percentage 
rate does not necessarily mean the 
landlord will receive the highest 
rent. The tenant paying only 4% 
may have the ability to anes Se a 
substantially larger volume so that 
his total rental payments would 
be in excess of the tenant willing 
to pay a higher percentage rate. 
This is where knowledge of the 
merchandising operation and judg- 
ment of its potentials come into 
play. 

Knowledge of Merchandising 


To this end there is just some- 
thing more to percentage leases 
than drawing the lease. It requires 
a knowledge of merchandising and 
experience as it relates to the rec- 
ord and management of the ten- 
ant with whom he is dealing. No 
business is any better than the 
management. The management 
has to do with human beings. It is 
no secret that some firms do large 
volumes because of the type of 
stores they build, how they are 
maintained, the size and t of 
their inventory, and whether or 
not the business is manned by 
proper personnel at the selling 
and local management level. 


The key to a successful opera- 
tion stems from the policies for- 
mulated and implemented by top 
management. on appraisal of 
that top management is one of the 
considerations which determines 
whether you will take the tenant 
who is willing to pay only 4% 
above the minimum guaranteed 
rental as against the tenant who is 
willing to pay 7%. 

From time to time I am sure 
that all of us have seen two ten- 


July, 1952 — Nationa Reat Estate AND BurLpinc JouRNAL 








PAA eg hsb 


etre s% 


a a as it hal eee a oe 


RODE. 











ce 


etic hah REE SY CN Neh EAE L EAE LE ALL ROLLA AMEE ESET SING EE 






















ants engaged in the same line of 
business, and operating in com- 
parable stores in the same block 
— or even alongside each other. 
Yet one of these merchants does a 
good volume of business; the oth- 
er is mediocre. Thus we can see 
how important it is not only to 
know the value of your location, 
but whether a prospective tenant 
can put it to its highest and best 
use. You must also consider the 
past record of performance of that 
tenant; what he can afford to pay 
as rent; what is the growth po- 
tential. 

It isn’t unusual for some chains 
to pay a percentage over and 
above what might normally be 
considered a fair going rate for a 
top location, The reasons are sev- 
eral. Most chain operations want 
representation in the best locations 
and good locations are not always 
easy to secure. Then, too, they 
may desire a principal location in 
a prime area in conjunction with 
the operation of several outlying 
stores. Because of the heavy buy- 
ing traffic and the larger volume 
and faster turnover of merchan- 
dise, they may feel justified in 

aying something over the mar- 
fet percentage rate. 


Evaluating the Location 


It is important to remember 
that to evaluate a location you 
must first establish a market rental 
value of the store. This has noth- 
ing whatsoever to do with the 
percentage rent factor. The mar- 
ket value of the store becomes the 


minimum guaranteed rental and 
the percentage factor applies to 
the volume of business done. 
Every business, regardless of its 
nature, can afford to pay a certain 
percentage of its gross volume. If 
a tenant is the right type of mer- 
chandiser, there is no problem in 
meeting the minimum. The mini- 
mum guaranteed rental only be- 
comes a problem when a tenant 
cannot do a volume of business 
that justified his making the lease 
in the first place. 

If it were not for the percentage 
factor in leases during the past 
several years, many commercial 
properties would have been in 
financial difficulty. Percentage 
clauses tend in some measure to 
compensate for the ever increasing 
cost of operation and taxes, to say 
nothing of the continued devalua- 
tion of the value of the dollar. As 
an example, real estate taxes in 
Chicago aod reached the highest 
point in its history. Unfortunate- 
ly, many other communities are 
having a similar experience. 
Percentage Clauses 

Leases with percentage clauses 
have become an accepted and 
practical method for all types of 
retail business throughout the na- 
tion. In Chicago, where we do a 
substantial volume of business in 
retail rental leases, we find little 
or no resistance to percentage 
leases — it is merely a question of 
establishing a proper percentage 
factor. Experienced tenants have 
more or less an established policy 


on their rates of percentage which 
they feel they can afford to pay. 
For the most part, these rates are 
in accord with our thinking. On 
the other hand, we find some ten 
ants who, regardless of the equi- 
ties, attempt to negotiate a deal on 
the basis of a percentage less than 
that which is fair. Where a pros 
pective tenant with whom you are 
doing business seeks an unfair ad 
vantage, then it is necessary for the 
owner, his agent or broker to take 
a firm stand, even if it means los 
ing the particular tenant. How 
ever, it is necessary to evaluate 
all of the elements in the deal so 
that the decision reached is a fair 
and realistic one. 

Here in Chicago there have been 
very few changes in our percent 
age rates, and while the tendency 
continues for lower percentage 
rates than are sustified in some 
lines, we have been able to hold 
the line and have maintained per- 
centage rates on a fair and prac 
tical level. 

Turn-Key Leasing 

Recently a number of chains 
have indicated a willingness to 
make leases only if the owner will 
install all of the fixtures to tenant 
specifications . . . a turn-key job. 
To encourage this practice would 
be catastrophic for real estate. 
Some owners have accepted this 
type of lease in attempting to ob 
tain a major tenant who would at 
tract other tenants for adjoining 
space in a new development, or in 

(Please turn to page 40) 
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Street scene in San Juan Park, Farmington, New Mexico 


OOD land planning and community development 
aren’t necessarily confined to large cities. The 


a town of 6,000. 


small towns are doing a job, too. An example is the 
San Juan Park project in Farmington, New Mexico, 


San Juan Park, a 53-acre subdivision of 200 homes 
developed by Allen Stamm & Associates, Sante Fe, 





project 





has received the 1952 Merit Award in land planning 
from the National Association of Home Builders. 

Realtor-Builders Albert Balch, Seattle, and L. E. 
Fite, San Antonio, who co-chairman NAHB’s land 
planning committee, singled out the New Mexico 
See these reasons: 

Good relation of lot area and widths to type of 
home, correct adaptation of streets to typography, 
well-handled drainage through the use of curvilinear 
streets adapted to contours. 

Utilities, such as light poles, placed along rear lot 
lines to improve street beauty. A seven-foot space be- 
tween curb and sidewalk allows for shade tree plant- 
ing. The over-all tract includes a three-acre park. 

Houses in San Juan Park are designed in Sante Fe 
architecture and are built from six basic floor plans 
with numerous variations in exterior treatment. 
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Is oral evidence admissible to vary or alter a written instrument? 
If a part of the consideration of a contract is legal, and a part of it 
is illegal, is the contract valid or invalid insofar as the legal part 
is concerned? Our whimsical legal editor supplies the answers 


N negotiating to buy a building 

the buyer had quite an argu- 
ment with the seller as to the ma- 
turity of the purchase money mort- 
gage. The buyer took the stand 
that, considering the amount of 
money that he had to spend for 
repairs, the purchase money mort- 
gage should run as long as he lived. 
The seller eventually conceded to 
the demand, and the deal was duly 
closed. A few years later a fore- 
closure suit was filed, and much to 
his surprise the buyer learned that 
the purchase money mortgage had 
not been made out according to 
their agreement, but a maturity 
date was put in the same, and the 
mortgage was accordingly past due. 

I am talking about the case of 
Van Syckel vs. Dalyrymple, 32 N. 
J. Eq. 233. The buyer offered to 
show their agreement, but this 
brought him into a head-on colli- 
sion with the Parol Evidence Rule. 
“Oral evidence is admissible to re- 
form a written instrument, or to 
subvert or overthrow it entirely, 
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but not to vary or alter it. The gen- 
eral rule may be thus expressed: 
When the parties to a contract 
have deliberately put their engage- 
ments into writing, in such terms 
as import a legal obligation, with- 
out any uncertainty as to the ob- 
ject or extent of their obligations, 
it is conclusively presumed that 
every part of their contract was re- 
duced to writing and all oral evi- 
dence, therefore, of what was said 
during the negotiation of the con- 
tract, or at the time of its execu- 
tion must be excluded on the 
ground that the parties have made 
the writing the only repository and 
memorial of the truth, and what- 
ever is not found in the writing 
must be understood to have been 
waived and abandoned.” 

The buyer should have filed a 
cross bill to reform the mortgage, 
and probably under our Civil Prac- 
tise Act, allowing equitable defens- 
es to actions at law, the defense of 
mistake in integration could be 
used to defeat recovery, and no 
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prayer or decree for reformation 
would be necessary. Susquehanna 
vs. Andersen, 239 N.Y. 285. 


F a part of the consideration of 

a contract is legal, and a part of 
it is illegal, it is valid insofar as 
the legal part is concerned if the 
same can be separated from the 
illegal part. If you agree to pay 
me $300 for my automobile and 
$300 for throwing a brick through 
a window, the contract is valid in 
sofar as the automobile is concern- 
ed. But if you agree to pay me 
$600 for my automobile including 
the throwing: of a brick through a 
window, there is no way of know 
ing what part of the consideration 
to allocate to the automobile and 
what part to allocate to the throw 
ing of the brick, and the whole con 
tract must fall. 

I was just about to say that the 
case of Lund vs. Bruflat, 150 Wash. 
89, goes contrary to the rule, but 
on second thought I shall say it 
liberalizes the rule. A plumber en 
tered into a contract to furnish the 
labor and material necessary to 
complete the plumbing work on a 
building. When he finished the job 
it developed that he had no plumb 
er’s license and the.owner, taking 
advantage of this situation, refus 
ed to pay him. The court took evi 
dence on the value of the services 
and on the value of the material 
furnished and allowed him to re 
cover for the material, saying. 
“This sum represents material en 
tering into the building of which 
appellants received the benefits 
and is clearly severable from the 
illegal contract for plumbing serv 
ices. 

You wouldn’t have to carry this 
theory much farther to have the 
court take testimony as to the value 
of the automobile and the value 
of throwing a brick through a win 
dow. 


it Y DRAFTING a lease never say 
“from” such and such a date 
“to” such and such a date. Litiga 
tion has arisen as to whether or not 
“from” included the date stated 
or not. A lease “from” June 9 is 
generally considered to begin on 
June 10. Does a lease “to” June 9 
end on June 9 or June 8? See what 
a mess you can get yourself into? 

Better say “beginning on June 
9” and “ending on May 31.” 
There can be no two ways about 
that. Can there? 
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Parking Problem 
(Continued from page 15) 


facilities with a three-to-one ratio for parking close 
to the old district. These parking areas supplement 
those made by the hollowing out of the interior blocks 
and have reduced the tendency toward decentrali- 
zation. 

In some cities abandoned railroad rights of way 
have been obtained and utilized for parking facilities. 
In one instance an obsolete city hall was torn down 
and the area was devoted to parking. Portions of city 
parks have been appropriated for parking in some 
cities. 


Factors to Consider 


It should be pointed out that there are a few perti- 
nent things to remember in considering an off-street 
parking problem. These might be broken down into 
the following categories: 

1) Shoppers will not walk beyond a certain dis- 
tance. The smaller the city the less distance they will 
walk. In a city under 50,000 people, it is doubtful if 
the majority will walk more than 350 feet, or an 
ordinary city block, before the point of diminishing 
returns is reached. Therefore, parking facilities 
should be provided within close enough proximity to 
the major shopping units to give efficiency. 

2) Charge for parking must not be too high. When 
the charge reaches more than an average of 10 cents 
per hour, the value of the off-street facilities gradu- 
ally goes down. Regardless of the type of facility 
pe, cary the cost for parking should be kept within 
the 10-cent per hour average. 

3) Length of time for shopping trips. The average 
woman shopper will take two hours or more for a 
shopping trip, usually about two times a month. If 
off-street facilities at reasonable rates are not vro- 
vided, she will go to areas where parking is available 
with little or no restriction. Quite often these may be 
outside the city limits. 

4) Curbstone parking inadequate. With curbstone 
parking limited to an hour or less, this solution is en- 
tirely inadequate for the major shoppers of any dis- 
trict. Worrying about a parking meter violation in- 
terferes with free movement of purchasing. 

5) Multiple-story facilities vs. ground level. Where 
property values reach a figure of $3 a square foot or 
more, multiple-story parking seems to be the most 
economical solution. These facilities range in cost 
from as low as $500 per stall for a mechanical park- 
ing device to as high as $1500 or more for conven- 
tional ramp type garages. Underground facilities 
usually run even higher than $1500. It is generally 
conceded that where the cost runs over $900 per 
stall, the rate necessary to charge defeats the intent 
of the enterprise. 

6) Value of stalls can be measured in dollars and 
cents. There are many scientifically-operated mer- 
cantile establishments today which measure the value 
of a parking stall off the street within 350 feet of an 
entrance in dollars of gross volume. These values 
run anywhere from $12,000 per stall per year in 
sales volume to as high as $50,000. Types of busi- 
nesss govern these values. 

A merchant interested in computing this value can 
take his average unit sale, multiply it by the average 
number of passengers arriving per car, times the 
number of turnovers per stall per day. The result 
will be the amount that can be sold to the people 
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who park in such a stall. By multiplying such a re 
sult by the number of days he is open during the 
year, he can quickly arrive at the value of the stall. 
If he has a yearly budget of sales which he expects. 
it is a simple matter then to divide the dollar volume 
per year per stall into the yearly budget figure. This 
will give him a reasonable estimate as to the number 
of parking stalls he should have under his control 


Nob Hill Apartments 


(Continued from page 23) 


kitchenette that is 18 x 121% feet: a bedroom 9 x 10 
and a bath. The refrigerator sink and stove that o« 
cupy one wall at the end of the front room can be 
closed off by a sliding woven wood curtain. 

The first floor apartment has a living room-dining 
room combination 1114 x 20 feet; a bedroom 10 x 12: 
a kitchen 6 x 12 and bath. 

Second floor apartments, increased by the addition 
of the overhang, have a combined living room-dining 
room 111% x 20; a bedroom 10 x 144”; a kitchen 
6 x 144” and bath. 

By chance, Elder stumbled on knowledge that might 
prove profitable for tomorrow's builder. In most of 
the apartments he followed the advice of expert plan 
ners and shelter-magazine writers by combining liv 
ing and dining rooms. In a few instances, however. 
he combined the dining area with the kitchen — and 
this arrangement turned out to be by far the most 
popular choice. 

Andrews-White Company, Ann Arbor realtors. 
was chosen as rental agent. Wilson H. White, part 
ner in the firm, anticipated no great problem in rent- 
ing the 150 units in housing-short Ann Arbor. But. 
with the apartments renting on a one-year lease and 
with Ann Arbor’s college-town population changes, 
Nob Hill’s occupancy rate could be uncertain. With 
this in mind, White took a long-range approach to 
the rental problem. 

From the start, he tried to enlist Ann Arbor’s inter- 
est in the problem by appealing to the city’s civic 
pride. To acquaint the public with the project, five 
open houses were held on successive Suanlans: On the 
Saturday preceding the first open house, the realty 
firm announced the event with quarter-page display 
ads in Ann Arbor, Detroit, Ynsilanti, and Jackson 
newspapers. That same Saturday the agents held an 
advance showing for 150 bankers, real estate men, 
builders, and representatives of industry. 

“Our purpose was not to rent apartments but to 
sell Nob Hill as the most modern, convenient, and 
pleasant place in Ann Arbor to live.” White says. 
“We felt that the more people who saw Nob Hill. 
the greater would be its chance of continued success 
throughout the years to come. For instance, we were 
thinking of the many people now living in family- 
size homes who will want apartments when their 
families are raised.” 

The Andrews-White Company did a detailed job 
of informing industry personnel managers as far 
away as Detroit of the public opening. More than 
5.000 visitors turned out the first Sunday. So that 
visitors could find the model apartment at a glance. 
Elder put up a green-and-white plywood canopy that 
covered the side walk from curb to building entrance. 
This added a touch of showmanshin to the scene. 

Nob Hill’s eight buildings vary in size. housing 
from two to six sections with five units ver section. 

(Please turn to page 41) 
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New Model Majestic Furnace 


The Majestic Company of Huntington, Indiana, 
has er a packaged automatic heating plant 


especially for today’s low-priced small homes. Avail- 
able in either upflow or downflow models, the Series 
22 is just 22 ‘thie square. Rated bonnett capacity is 
80,000 btu with .75 gph oil input, and 65,000 btu 
with 82,000 btu gas input. 


SCR Brick 


Builders who have shied away from masonry con- 
struction in built-for-sale houses because of the ex- 
orbitant cost will welcome the new “SCR brick.” 
Just developed by the Structural Clay Products In- 
stitute, the new brick is a through-the-wall unit re- 
quiring no back-up materials. 

Designed especially for ranch-type homes of 1 
and 11% stories, the eight-pound brick measures 2- 
1/16 x 11% x 5% inches. When used with 2 x 2- 
inch furring strips, 44-inch insulating board lath, 
14-inch vermiculite plaster, and 1-inch roll insula- 
tion, the U factor is .12. When used with metal 
lath and %-inch gypsum plaster, the U factor is 
40. The brick is cored vertically to facilitate handling 
and to decrease its weight. With the new brick it 
is said that a mason can lay from 60% to 100% more 
wall area per day. Cost of houses built with the SCR 
brick are said to be no more than the cost of houses 
built with quality frame construction. 


Westinghouse Limited Space Kitchen Unit 


A complete Westinghouse electric kitchen designed 
for installation in 60 inches of wall space is being 
announced by the Appliance Division in Mansfield, 
Ohio. Equipment for the unit includes: a four cubic 
foot under-counter refrigerator, a four surface unit 
electric range and oven, stainless steel work surface 
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and sink unit, one 15-inch sink cabinet and two 30- 
inch: wall cabinets. 


100-Watt G. E. Bulb With Built-in Shade 


General Electric’s Lamp Division of Cleveland has 
developed a 100-watt version of their former 50-watt 
bulb with the built-in shade. The new style of bulb 
has a bowl shaped to direct two-thirds of the light 
upward to the ceiling. The lower portion of the bowl 
is covered with a soft-toned enamel which filters the 
one-third of the light directed downward. 


New American Standard Sink, Bathtub 


American Standard has added two new products 
to its line of kitchen and bathroom equipment. One 
is the Restal receptor bath, which is large enough 
for conventional tub bathing and small enough to be 
a receptor for a stall shower. Space required is 
38 x 39 inches with the bathing area running diago- 
nally. 

The other product is the Midway sink, designed 
for middle-of-the-room installation. The sink top is 
44 x 37% inches with the divided sink occupying 
one-half of the area and a drain board forming the 
other half. The enameled cast iron top rests on an 
enameled steel cabinet containing abundant storage 
space. 


U. S. Kitchen Disposer 


An electric food waste disposer has been announc- 
ed by the United States Radiator Corporation. The 
new device is said to be easy to install and maintain 
because of its split section design. Operation is con- 
trolled by a aecanees mechanism which permits 
grinding only when the cover is locked in place. 


Superior Open Fireplace Form 

Superior Fireplace Company of Los Angeles is of- 
fering a form damper for the modern type fireplace 
having the front and one or two ends open to pro- 
vide a wider view of the fire. The damper forms the 
entire throat of the fireplace to facilitate brick laying. 


Low-Cost Gravity Furnace 


Delta Heating Corporation of Trenton has devel- 
oped a new low-cost gravity warm air furnace, oil 
or gas fired, designed primarily for low-cost housing. 


amortized. Usually the packaged 
deal is offered to a strong tenant 
in a secondary location. There may 


(Also see page 42) existing developments. While be some justification in these in- 


| there are some exceptions, it can ‘Stances. However, an owner need 
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be stated as a general rule that 
this type of policy isn’t a sound 
one and is detrimental to the own- 
er negotiating such a lease. 

f you are confronted with the 
problem of making a lease with a 
tenant who will only do so on a 
turn-key job basis, it might be well 
to explore an alternative which 
would make the deal less one-sid- 
ed. Assuming the minimum rent- 
al is secured against a percentage, 
the tenant should pay an extra 
2% to 3% on all volume until the 
cost of the installation is fully 


not make such concession in a 
prime location or in a well-planned 
new development. 

My colleagues and I who serve 
on the Journav’s “Board of Ex- 
perts” prepare each year (see 
April issue) a schedule of suggest- 
ed percentages based upon our col- 
lective experience. It is hoped that 
these rate schedules will prove 
useful in providing a basis for 
owners, agents, and brokers in es- 
tablishing a percentage to be used 
in particular lease negotiations in 
which they may be involved. 
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The new model, GA-75, has a bonnet output of 
75,000 btu per hour. Casing dimensions are 52” high. 
2214,” wide, 2814” deep. It is powered with a Delta 
flanged gun-type oil burner, or an inshot-type flanged 
gas burner. 


Fast Figuring 


“Fast Figuring For Executives” is the.name of a 
pocket size book packed with shortcuts for making 
every-day arithmetic calculations. Published by M. 
Buten & Sons of Philadelphia, it tells how to work 
problems as fast as you can and how to recheck 
your work most accurately and economically. 


New Clarke Floor Maintainer 


Clarke Sanding Machine Company of Muskegon, 
Michigan, announces the new Clarke P-11 Floor 
Maintainer. It is designed to scrub, wax, polish, and 
steel wool floors in homes, apartment buildings, 
stores, commercial buildings, offices, and larger in- 
stitutions. It can be stored in one square foot of floor 
space and is light in weight. 


Fluresit Cement Waterproofing Powder 


Lightweight insulating aggregates used in floors, 
ceilings, walls, and roof decks can now be made more 
water-resistant by adding Fluresit Cement Water- 
proofing Powder to the mixes, according to the Ameri- 
can Fluresit Company of Cincinnati. When added to 
lightweight concrete or plaster. Fluresit is said to 
render the mix so waterproof that hardened slabs 
will float on water. 


Summer Air Conditioner 


A new home air conditioner, which easily con- 
verts any forced warm air heating system into an all- 
year air conditioning system, is being produced by 
the United States Air Conditioning Corporation of 
Minneapolis. The compact unit uses ductwork, blow- 
er, and filters of the warm air system and can be in- 
stalled equally well in new or existing homes. It is 
built in two, three, and five horsepower models. 


Enzyme Drain Opener 


N. O. Nelson Company of St. Louis has developed 


an enzyme formula which will open clogged traps | 


and drains by dissolving the organic matter in them. 


Nob Hill Apartments 
(Continued from page 39) 


Products featured are: Nairn’s linoleum; Goodyear 
rubber stair covering; Nu-Wood plaster base ceiling 
finished with Zonolite plaster; National Gypsum in- 
sulation; Westinghouse Laundromats and Milton gas 
driers; Luxaire heating equipment; Fasco ventilating 
fans; glass-lined Permaglas _ era Tes heaters; Croft 
all-steel window casements; Clearlite window glass; 
Dexter hardware supplied by the National Brass 
Company of Grand Rapids; Elger Company of Cali- 
fornia plumbing fixtures; Ohio Plate Glass Company 
medicine cabinets; Porter venetian blinds. 

Nob Hill is situated just four blocks from the enor- 
mous University of Michigan stadium, is a ten-min- 
ute walk from the campus and downtown. It is only 
a few blocks from a U. S. highway that puts Detroit 
within a 45-minute drive. 


This enzymatic action is similar to that in the human 
body. The new formula, called Enzymatic, is said 
not to harm plumbing or fixtures and is safe to apply. 


Checkerboard Plywood Panels 


U. S. Plywood is offering a new checkerboard 
patterned hardwood plywood panel. The checker 
board effect is achieved by using 16-inch squares of 
dark African ribbon stripe mahogany and lighter 
Korina. The grain of each square is set at right angle 
to the next. Panels are available in 4 x 8’ sizes and 
are five ply construction. 


Masonry Waterproofing Paint 


Decora and Decorlatex are two new color coatings 
created to beautify bituminous pavements, but are 
also effective for waterproofing and beautifying con 
crete or cinder block, brick, and masonry walls, roofs. 
terraces, patios, walks with a colored finish. Made 
by Troyer Driveway Service of Buffalo, New York, 
the new products are said to be durable and easy to 
apply. 


Builders’ Weather Map 


Accurate, long-range weather forecasting is a ser- 
vice now available in the form of a monthly weather 
map, according to Blewett Weather Service of Pase 
dena, California. The map predicts weather condi- 
tions 30 days in advance for each month of the year 
by days, cities, and areas for the entire United States. 
In addition, expected rainfall and anticipated average 
temperature by cities are provided. 
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